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Roush Proofs inna ata Debate $1,000,000 Tire Copy Tempest May 
Fruit, Vegetable End with FTC Stipulations 


Drive in Houston | DOMESTIC SCENE ee Industry's Own Action 
| Following ‘Price Copy’ 


Tom Dewey has endeared himself 
to a lot of staunch Americans of 
voting age by admitting that his 
golf score ranges from 97 to 108. 


a ae 


There are no exact statistics to 


. 7 | ‘a ) = ] 
| _~+— 
prove the point, but it’s quite likely Industry Schism Arises C aeeacesr aoun! " | Held a Precedent 
that the gentleman from Michigan Over Proposed National aa porte, | | | | 
and Manhattan could be elected by Cc . Go —_~<0 Akron, O., Jan. 11.—Reports were 
the duffer vote alone. ampaign i > current here today that the three 


Pete major tire manufacturers named 
_ Houston, Tex., Jan. 11.—A mil- AR; J a= | last week in a Federal Trade Com- 
lion-dollar advertising campaign “| | mission complaint charging mis- 
will be in the making here next near eae aan leading advertising would settle the 
week when the United Fresh Fruit ~ ” AN UNKNOWN CLOCK ~ ) difficulty via the stipulation route. 
and Vegetable Association opens its , ( “00 BUYS AN Sagersod The three manufacturers—Fire- 
j ; . ae . . .* 7 <=, (TS TESTED BY THE « ' i 
annual convention Jan. 16, with (” ececren eve stone Tire & Rubber Company, 
promotion plans for this industry : 


If Dewey ran against Roosevelt 
for the presidency in 1940, it would 
be easy to determine whether there 
are more fishermen interested in 
polities than golfers. 


: ——_—— Goodyear Tire & Rubber Company 
‘he a Alec Temgleten, tiled plenieh whe store getting first place on the agenda. land B. F. Goodrich Company—pre- 
for Alka-Seltzer, was named the out- Leaders of this group believe that D\raive! The name tn mth | cipated a major controversy last 
A recent serious study by acad-| standing radio headliner of 1939 in a the industry has lagged in com- coms ermasticmwn | year in staging “price cutting” 
emiec authorities revealed the fact! "ewspeper hows _— on — 7.) parison with other cooperative at Mate the Doar Famous terest | CaMpaigns prior to Memorial Day, 
4 : ; _.| groups in effectively advertising its —_ — ; July 4th and Labor Davy F 
that the form .of a question deter- —E ° ‘ ; : OK'd by Electric Eye | JUly 1 and Labor Day. 
mines the character of the replies products to the consumer. They The Electric Eye and other ex ' The FTC complaint alleges that 
1 gt * " ; — propose a national campaign on a cersoll tests ase , tan minnie “%. <i 
ia . cd os . parte far every Ing p discounts available to purchasers at 
I romotion managers’ chorus: You’re Pensodent Copy budget of approximately $1,250,000 | Fugersod’ sq .o0 ctr sce rca wae 49% ergy _— ( : : : - . at 
telling us? to be raised by a $1 per carload | OOttAR ALARM , me or setae Snag trae yy Ace: 
v v v Quiet as can be till time to get 


merasou swacctn werst warca a *200 represented in copy, and that some 


. . assessment on shippers ¢ 50 cents | up, Round or Square Black onan se . are 
: 2 er o = h PI and 0 cent end nickel: Green and brass, iack or brown leather stag discounts” were actually the dif- 
Delving into the technique of ives ise e@W per Cal load fr om jobbers. soll clocks to $1.9 Other Ingersoll Pocket ond Wrist Watches to $4.95 : 


; ference between the company’s first 
questionnaires suggests that a prom- That all will not be smooth sail- : 
a, deesall 


; and fourth-line tires. It also 
ising young industry may be com- ing, however, was revealed today in 
YOUR $ NEVER BOUGHT A BETTER CLOCK 


+ tee: é : y charged that certain claims con- 
ing on hard times if they are going Dentifrice Storm pe eaveme nt made = New York by cerning non-skid qualities and tire 
to insist on researching the re- the head of another organization in 


searchers. this field. Thomas P. Cochran, qual Maeihertsl tase oh tndle- 
. 4: ¥ Company Officials Are Steceete ual Puuk alate Tardiness is a source of domestic trouble | anolis, were misleading. 


. that vies with other problems caused by 
When the SEC exposes the neat Calm as Teeth-Gnashing table Distributors, in discussing the | inaccurate time-keeping in Ingersoll- 


4 / declared that it| Wetec st . 28 Recall Industry Action 
way in which large financial opera- proposed campaign, declare at i aterbury's copy. ory on Page ; 
tions are handled, it’s not so much Greets New Copy would he impossible to bring to-!- ——EE Reports that the tire companies 
a case of washing dirty linen in gether tne divergent elements in the would settle their difficulty with 
public as demonstrating the perfect By RICHARD B. ESPEY industry. Mark Yeckes, New York Funtaine Revolt the FTC through’ stipulations stem 
method of cleaning up. Chicago, Jan. 11.—Whether or not| Produce merchant and a member of from the aetion taken within the 
the - atid nr Conoaay esd again this group, vigorously supported Directed Against tire industry ate. apipatance of 
anil ill ; S , cr Be eseipen— the program. the price cutting copy. ° 
a sought to emulate that daring young ’ ‘ : ; ’ 
Recent reports indicated that|man on the flying trapeze was a pe a eo Mushy Radio Fare Immediately after Labor Day, 


Ralph Ingersoll’s new daily would} moot question today as the company : ; New York 
start in New York April 1. But! moved into high gear in its spring A leader in the discussion here 
as far as anybody has been able to| campaign with full page magazine|Will be W. Garfitt, executive vice-| ey high in Westchester County |'"® ™Ost of the tire companies and 
determine, the date has no special| copy that caused no little gnashing| President of the United group. He|togay when 500 members of the| “J! Of those named in the FTC com- 
significance. of teeth behind closed doors of the| Will outline plans for the program | women’s Club of New Rochelle be- plaint, stipulated among themselves 
v,vyY toothpaste world. to the convention. Presentations] gan an “I’m Not Listening” cam- to vesracn from any future use of 

If the Finns keep on smacking| Pepsodent, it was recalled, cre-| will be made by J. Walter Thomp-|paign against advertisers who spon- apps ence: ge ig Al mony cone 
the Russ around with so little re-| ated something of a furore last}son Company and Young & Rubi-|sor the familiar daytime shows. leadinatend reroll a ac . as y the 
spect for size and reputation, some | SP™!Ng in copy claims relating to the|cam. These agencies, along with At a meeting yesterday, the club- ped SSCEIPS OF Scores 


members of the Rubber Manufac- 


Jan. 11.—Opposition | turers Association, a group includ- 


to “mushy” radio serials reached a 


tech: fight promoter will get it into his properties of the chlor-thymol in-| several others, are after the po-| women voted to boycott all radio stream 4 against the price copy 
head to match Henry Armstrong gredient in its antiseptic when it} tential account. Another proponent| fare except news, good music and ace pg are ~~: re 
and Joe Louis. calmly asserted, “No other antisep-| of the drive will be Gerritt Vander | constructive home -making pro- Tire Deale - SS 
tic can truthfully make these|Hooning, president of the National|grams. Chairman of a new com-| Tite Dealers and the United Rub- 
nent: ever claims.” Everything was settled| Association of Retail Grocers. If|mittee spreading the anti-listening| °°" Workers Union of the CIO. 
: AM peacefully. plans are favorably received by the| gospel is Mrs. Everett Barnard. Further strengthening the predic- 
ng ! The reason Sonja Henie is putting Headline Draws Comment convention, a committee of 15 in-|Mrs. Wilfred H. Winans is club (Continued on Page 30) 
on an ice show is to enhance her dustry leaders will be named to| president. _—— 
box office appeal for the movies, the| Now it has released copy to an| further pursue the program, in-| Leaders of the campaign instituted 


experts say. But when the little| extensive list of magazines which} cluding selection of the winning|by the New Rochelle group hope Sli of the Sli 

« - [co ¢ ; ~ ° . Pp 

gal can draw $250,000 a week on| bears this boldface headline: “Pep-| agency. to enlist the cooperation of other 

skates, why worry about the movies? |sodent Alone Now Has American| In opposing the general industry| women’s groups. By making the May Grease Path 
, Dental Association Seal of Accept-| campaign, Mr. Cochran said in New | protest general, they feel that they 2 

re ar ver, ance!"" Adjacent to this head is a| York: “The development of ef-| will be able to force advertisers to to Social Oblivion 

qualifying statement in somewhat| fective advertising in this industry ’ i 


remove objectionable shows from 
smaller type: “Of all leading denti-|has been linked with an identified | the air and substitute “constructive’| New York, Jan. 11—That tell- 


The new location of Wise Asso- 
ciates in Philadelphia must be a 


am we tattle ai Page 30) programs. tale mark of feminine untidiness, 

11 this = one, because he mg AGE At the bottom of the page is this Ce the slip that fits poorly, will be 
a 2 ae gong the neWS| line: “This advertisement has been highlighted in a new campaign to 
em as a Wise move. 


|}approved by the ADA council on L Mi N F be launched next month by David- 
ual pet ane © | ast inute ews Flashes | 


son Brothers Corporation for Mary 
| Thus, the gnashing of teeth. 


| Barron slips, which were first ad- 

: Pee Geyer, Cornell & Newell to Place Schlitz Campaign caithdedt eiiiieaitir teak tame tain 
Manufacturers of business ma- Pepsodent, si aid J. Baxter Gard- | Milwaukee, Jan. 12.—Joseph Schlitz Brewing Company has retained |, +s . ee ee 
chines are trying to figure out| ner, advertising manager, officially | ,, res 


claim that their patented 


yl whether increased demand is due| announced its acquisition of the| Geyer, Comment & Newell, Detroit and New ¥ ork, ese do oo aagenes work | construction eliminates all chance of 
at yo : - : ite |and to place an advertising campaign, a spokesman for the company | _, ial embarraseme 
to rising sales volume or the intric-| ADA seal in November, but re-| Ritieed tallies social embarrassment. 
tell us cies of figuring 837 different kinds|frained from extensive promotion | ~~~ — = Revolving primarily around the 
taxes, |during the holiday season. Current . . ° ° | theme, “When a Slip Becomes a So- 
d sa | insertions » adde re .|Tuteur Opens Chicago Office for Hellwig-Miller cial Error, Switch to Mary Barron,” = 
, en 9 » ‘insertions, he added, herald the , 3 n, ; 
: | (Continued on Page 27) New York, Jan. 12.—Irving M. Tuteur has resigned as vice-president | copy will dramatize the path to 
istrat Magazine writers reveiwin g | . . of McJunkin Advertising Company, Chicago, to open a Chicago office | social oblivion. 
Chicago's circulation wars of a gen- for the Hellwig-Miller Company. Mr. Tuteur will continue to handle A new wrinkle this year will be 
eration ago lead one to the me. | DIRECTORY OF FEATURES advertising of Curtiss Candy Company. an offer of $50 “for your most em- 
. n that go-getters in this de art-| Ad-libbin 12 | barrassing slip moment if we can a 
g this sal is Guar ead tale es eg ' de se >», Packard Pushes New Amateur Photo Contest use it in our advertising.” ec 
lettet - a. sar ‘ 24 Detroit, Jan. 12.—Beginning Jan. 15 and continuing for two months,| According to Bernard Brownold, ie 
b4e eer oe Conventions 12 Packard Motor Car Company will sponsor a contest for amateur ee | ae executive of Grey Adver- "; 
r0u itorials . raphers with five Packard cars and cash prizes of $3,600 to winners. | tisin Agency, insertions rangi 
at you f rapn Ss J F F ars as I . ; J S. | Us gZ gZ cy, SE ms anging 
—s ony Wons’ radio appeal brought Getting Personal 26 | Merchandising of the competition will be primarily through dealer|from quarter to full pages will ap- 
dence. in elderly woman on a poor farm | Information for Advertisers jo channels as well as camera magazines. |}pear in Good Housekeeping, Har- me 
22.000 Christmas cards. And the| Farm Paper Linage |per’s Bazaar, Life, Mademoiselle 
1996 worst of it is that she'll probably | Photographic Review i Nickerson Heads Getchell Plans Board ‘and Vogue. The rotogravure sec- 


to read them. | Rough Proofs New York, Jan. 12.—E. G. Nickerson has been named vice-president | tion of the New York Times is 


also 
Copy Cup | Veice of the Advertiser h and chairman of the plans board of J. Stirling Getchell, In scheduled. 
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Nash-Kelvinator 
Slashes Prices 


of Refrigerators 


Will Also Absorb Ship- 
ping Charges; Heavy 
Copy Schedule Planned 


Detroit, Jan. 11.—Reductions of 
$30 to $60 on 1940 refrigerator 
models, announced at its annual 
distributors’ meeting here this week 
by Nash-Kelvinator Corporation, 
will give salesmen a tremendous ad- 
vantage, officers of the company be- 
lieve. In addition, the company has 
adopted the new policy of paying 
all freight charges, so that prices 
appearing in national advertising 
will be the actual price, except for 
local and state taxes. 

The price reduction on Kelvina- 
tor and Leonard refrigerators, the 
convention heard, was made _ pos- 
sible by concentration of 98 per cent 
of production on the popular six- 
and eight-foot models, sacrifice of 
some unit manufacturing profit, de- 
velopment of more efficient sales 


plans, and heavier production sched- 
ules. 

Both Kelvinator and Leonard 
jhave identical price _ structures. 
|Each will offer five six-foot refrig- 
|erators and three eight. Besides the 


the automotive world, Nash-Kelvi- 
inator will urge all magazine and 
|newspaper readers to “Look” be- 
\fore buying. “Look at the name. 
|Look at the price. Look at the 
|size.’ Thus runs the emphasis, 


low prices, starting at $119.95, and | which will be shared, however, by 
a five-year protection plan, sales-|the new low base price. Both ac- 


men will have another talking point 
in the new ‘‘Moist-Master” humidity 
|system, which will be standard 
|equipment on three models of each 
‘make. In the Leonard line, the 
humidifying plan, designed to pre- 
|serve foods for much longer periods, 
;will be known as the “Hi-Humid” 
system. 


Ready for Campaign 


Frank R. Pierce, general sales 
manager, who presided at the con- 
| vention, said that while the usual 


cooperative newspaper advertising 
is planned, a heavy factory sched- 
ule will also enable dealers to cash 
in on the new features. The initial 
gun will be fired in 168 newspapers 
in 103 key cities the latter part of 
January, with magazines quickly 
taking up the refrain. The Satur- 
day Evening Post will carry a spread 


Feb. 19 and other magazines which | 


will follow with substantial sched- 
jules are Collier's, Household, Life 
and True Story. A poster campaign 
will also be employed. 

Adapting an idea made famous in 


‘counts are handled by Geyer, Cor- 
inell & Newell. 


‘Trimount Clothing Plans 
Expanded 1940 Program 


| Trimount Clothing Company, 
toxbury, Mass., maker of Clipper 
Craft clothes and operator of a na- 
tional voluntary chain of clothing 
stores, plans a 50 per cent increase 


in advertising for the first six 
months of 1940. 
Magazine advertising, used for 


| the first time last year, will be ex- 
| panded this year. 


| papers. Emil Mogul Company, New 
| York, is the agency. 


MacDonald-Potter 
| Gets Madera Account 


MacDonald-Potter, Inc., Chicago, 
has been appointed agency for the 
|Chicago division of Madera Wine- 
lries & Distilleries, producers of Mis- 
sion Bell wines and brandies. 

Leon Seelig, vice-president of the 
agency, is account executive. 


and when you have an 


of our members. 


- MEMBERS 


AKRON, OHIO 
The Akron Typesetting Co. 


BALTIMORE, MD. 
The Maran Printing Co. 


BOSTON, MASS. 
The Berkeley Press 


BUFFALO, N.Y. 

Axel Edward Sahlin 
Typographic Service 

CHICAGO, ILL. 

Advertising Typographers, Inc. 

Arkin Typographers, Inc. 

Bertsch & Cooper 

J. M. Bundscho, Ioc. 

The Faithorn Corp. 

Hayes-Lochner, Inc. 

Runkle-Thompson-Kovats, Inc. 


CINCINNATI, OHIO 
The J. W. Ford Co. 
CLEVELAND, OHIO 
Bohme & Blinkmann, Inc. 


Schlick-Barner-Hayden, Inc 
Skelly Typesetting Co., Inc. 


we members 


of the A.T. A. have just one thing to sell—typography. 
To produce it, we must have equipment plus methods 


must have a perfect balance in all three. Our erafts- 
men, expert, conscientious, well-satisfied, are capable 
of getting the utmost out of our equipment by our 
methods. Frankly, we’re mighty proud of them! 
This is a mechanized age. On complicated machines. 
we can cast more type 
could in long months, and do it infinitely better. We 
have typesetting devices that are almost human in 
their performance. But the more mechanical an indus- 
try becomes, the greater the need for competent men 
to operate the machinery. Human intelligence and hu- 
man ingenuity will always have a place in typography. 
Whenwe promise a customer superior typography, 
every employee at case or stone, at machine or proof- 
reading table, feels a personal responsibility in the 
matter. It is as though he 


have the making of a championship team. What shop 
couldn't turn out exceptional work with such loyal 
support? If you want to be sure your typesetting is 
handled by experts, pick up the phone and call one | 


DALLAS, TEXAS 
Jaggars-Chiles-Stovall, Inc. 
DAYTON, OHIO 
Dayton's Typographic Service 
DENVER, COLO. 
The 
DETROIT, MICH. 
The 
C. Benj. Stapleton Co. 
George Willens & Company 
INDIANAPOLIS, IND. 
The Typographic 

Service Co., Inc. 
KALAMAZOO, MICH. 
Claire ). Mahoney 
LOS ANGELES, CAL. 
William Carnall 
House of Hartman 
Samuel Katz —Typographer 
Rising-Hammond, Inc 
MONTREAL, CANADA 
Fred F. Esler, Led. 


Executive Headquarters: 461 Eighth Avenue, New York City + 


plus manpower. To give our customers the best, we ( 


in an hour than Gutenberg 


had given you his own word: 
esprit de corps like that, you | 


THE 


Advertising Typographers Association 


OF AMERICA, INC, 


NEW YORK, N.Y. 

Ad Service Co. 

Advertising Agencies’ 
Service Co., Inc. 

Artinty pe, Inc. 

A. B. Hirschfeld Press 


Thos. P. Henry Co. Diamant Typographic 


Service 


Frost Brothers 


nec. 
Hanford Hardin, Inc. 
Huxley House 


Master Typographers, 


George Mullen, Inc. 
Chris F. Olsen, Inc. 


Frederick W . Schmidt, Inc. 
Superior Typography, 


Expert Craftsmanship 


Sound Business Ethics 


all Advertising Purposes 


Advertising Composition, Inc. 
Associated Typographers, Inc. 


Adas Typographic Service, Inc. 
Central Zone Press, Inc. 


A.T. Edwards Typography, Inc. 
Empire State Craftsme 


David Gildea & Co., Inc. 
Graphic Arts Typographers, 


King Typographic Service Corp. 


Morrell & McDermott, Inc. 


Any member of 
the A.'T. A. 
will give you: 
Highest Quality 


Intelligent Service 


Complete Facilities 


Good Taste 
Uniform Practices 


Type Service for 


Greatest Choice of 


Type Faces 
Lowest Q) 


Practical Costs 


(Wo 


— ~ 
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Tri-Arts Press, Inc. 

Type Arrangement, Inc. 
Typographic Craftsmen, Inc. 
Typographic Designers, Inc. 
Typographic Service Co. 
Kurt H. Volk, Inc. 


PHILADELPHIA, PA. 
John C. Meyer & Son 
Progressive Composition Co. 
PORTLAND, ORE. 
Paul O. Giesey, 

Advertising Typographer 
ST. LOUIS, MO. 
Brendel Typographic Service 
Warwick Typographers, loc. 
SAN FRANCISCO, CAL. 
Patterson & Hall 
Taylor & Taylor 
SEATTLE, WASH. 
Frank McCaffrey 


TORONTO, CANADA 


n, Inc 


Inc. 


Inc. 


THREE MAJOR POINTS 


FOR /940_ KELVINATOR DEALERS SAY... 


LOOK at the SIZE Es 
LOOK at the NAME 43 
| LOOK at the PRICE lig” 


| <tovinatoes 


" a *? /* 


| seed 
_ SO 
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: | Pera KELVINATOR DEALERS See 
Cooperative ad- | 
vertising with dealers will appear 
in 400 daily and 700 weekly news- 


WARNING 


| Both Kelvinator and Leonard refrigera- | 


tors will be offered on a new price basis 
this year. One of the magazine an- 
nouncements is shown here. 


| ireless Network 
Experiment Termed 
Complete Success 


Frequency Modulation 
System Links Five Sta- 
tions in East 


New York, Jan. 11.—A radio pos- 
sibility of the future, broadcasting 
by the frequency modulation system 
invented by Major Edwin H. Arm- 
| strong of Columbia University, ap- 
| proached closer to practical use this 
week when five stations were linked 
| together for the first time without 
| the assistance of a telephone wire. 

The experiment took the form of 
a broadcast of music and sound ef- 
fects which originated in the home 
of C. R. Runyon, Jr. in Yonkers. 
The program was transmitted across 
the Hudson River to _ Station 
W2XMN at Alpine, N. J., operated 
by Major Armstrong. 
the program was relayed to Station 
W1IXPW at Meriden Mountain, 
Conn.; W1XOJ, Paxton, Mass.: and 
W1XO0Y, Mount Washington, N. H. 

From that point, the program was 
relayed to Boston by the regular 
amplitude modulation system and 
then transmitted back to Yonkers 
via telephone lines. A total of 325 
miles was covered. The test was 
pronounced a complete success, 
with the program having been re- 
ceived by the stations without dis- 
tortion or interference. The Arm- 
strong method is popularly referred 
to as “staticless radio.” 


Called Superior to Wire 
Witnessing the demonstration 
from Mr. Runyon’s home were Paul 
Demars, technical director of the 
Yankee Network, and J. E. Brown, 


From there | 


director of research of Zenith Radio 
Corporation. 

In commenting on the first ex- 
tended test of a network linked by 
the new system of transmission, 
Major Armstrong pointed out that 
| “results were obviously superior to 
| wire lines. The results were parti- 
|cularly gratifying since most of the 
relay points were using makeshift 
apparatus and low power.” 

The inventor claimed that “the 
/success of such a network would be 
even greater when the equipment 
is modernized and maximum power 
is being used.” 

The frequency modulation sys- 
'tem of transmitting without the aid 
| of wires will be the subject of hear- 
|}ings before the Federal Communi- 
cations Commission in Washington 
beginning Feb. 28. 


Form New Organizations 


At that time, FM Broadcasters, 
|Inec., a new group formed here last 
| week, will present technical data 
to the commission. FM Broadcast- 
| ters was organized at a meeting of 
73 interested men who either have 
|a frequency modulation station or 
|are seeking a license. 

| A board of directors was named 
|with John Shepard of the Yankee 
| Network as chairman. Other mem- 
| bers are Theodore C. Streibert, Sta- 
| tion WOR, Newark; Ray Manson, 
| Stromberg-Carlson Telephone Mfg. 
Company, Rochester, N. Y.; J. V. L. 
| Hogan, Station WQXR, New York: 
| Carl Meyers, WGN, Chicago; Paul 
|Morency, WTIC, Hartford; Walter 
|'Damm, WTMJ, Milwaukee; F. M. 
Doolittle, WRDC, Hartford; and C. 
|M. Jansky of Washington, D. C. 
| Headquarters of the new group will 
|be in Washington. Philip Loucks 
of Washington has been named at- 
| torney. 


Rouse to Join 
Foreign Air Line 

W. G. Rouse, of J. W. Pepper, 
Inc., New York agency, has been 
appointed advertising and sales pro- 
motion manager of M. B. A. Air- 
lines and Air France. 

These lines are protecting their 
franchise by running two or three 
mail planes weekly over scheduled 
routes. Air passenger traffic will 
not be resumed until the European 
situation is settled. 


Rand Joins Faithorn 

A. B. Rand, formerly vice-presi- 
dent of McGrath Engraving Corpo- 
ration, Chicago, has accepted a 
similar post with Faithorn Corpo- 
ration, Chicago printer and en- 
graver. 


Prosser Joins Agency 
Gwynne A. Prosser, formerly 
with the New York chapter of the 
American Institute of Banking, has 
been appointed personnel manager 
of McCann-Erickson, New York. 


Grosvenor Advances 

H. R. Grosvenor has been pro- 
moted to vice-president and general 
manager of the Journal-News, 
Hamilton, O. He has been manag- 


ing editor. 
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Number of Manufacturing 
Wage Earners 


Baltimore 31.7% increase 
Philadelphia . 12.3% decrease 
New York 11.5% decrease 
Boston 20.5% decrease 


Manufacturing Payrolls 


Baltimore , 216.7 % increase 
Philadelphia 93.1% increase 
New York. 80.3% increase 
Boston. . 52.6% increase 


Value of Manufactured Products 


ourtT BALTIMOR E) 


‘How does BALTIMORE 


stack up against 
other metropolitan 
markets ?’’ 


Let’s look at the record. Here are 


some significant figures on the changes in 25 years—1914-1939. 


Make your advertising investment ina ‘sound | 
morket! Use the “first choice"’ radio station. 


WFBR 


BALTIMORE 


? iti 2.4% increase 
Supreme Ad Service, Inc. Swan Service Philadelphia. 94.9% increase National Representatives 
New York 76.8% increase nY 
ALBERT ABRAHAMS, Executive Secretary Boston ieee increase EDWARD PETRY & COMPA 
* ON THE NBC RED NETWORK * 
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The Only National 
Publication of Its Kind 


in America 


Puck—The Comic Weekly —is ONE publication — 
not fifteen. It has ONE editorial policy—ONE cast of 
characters — ONE make-up—and ONE quality of 
printing 

Your product advertised in PUCK will reach the 
largest weekly reading audience on earth—in a 
publication read more thoroughly, more com- 
pletely than any magazine on the newsstands 


“ai 


a 


“For more than 25 years,” says Rupert Hughes,“I have been 
keeping in touch with Jiggs and his Maggie in Bringing Up 
Father and found it as irresistibly fascinating as spying on 
my neighbors — though none of them lead as incessantly 
funny or fantastic lives as the stormy couple pictured by the 
jovial George McManus. The comic-page people portrayed 
by him and other geniuses make up an American folk-lore.” 


In the entire field of literature, no “best seller” has ever 
enjoyed the vast continuous readership of Puck—The 
Comic Weekly. Its heroes of romance, of pathos, of 


FOUNDED 1876 


COMIC WEEKLY 


DISTRIBUTED THROUGH 
959 Eighth Avenue, New York ° 


15 GREAT SUNDAY NEWSPAPERS 
Palmolive Building, Chicago 


RUPERT HUGHES is one of the greatest figures of 

American contemporary literature. Novelist, play 

wright, biographer of George Washington, com P 
poser and sculptor —his talents are apparently 

boundless. For a long while, Mr. Hughes has aver- 

aged a novel a year and has written many short 

stories. His latest work —“‘Attorney for the People” 

—was published less than two weeks ago — and 


promises to be a Best SELLER 


RUPERT HUGHES 


comedy and high adventure are among the most widely 
known and best-loved personalities of our day — Skippy, 
Tillie the Toiler, Blondie, Jiggs and Maggie, Flash Gordon, 
Toots and Casper, Pop-Eye, Barney Google and the 
Katzenjammer Kids—to mention just a few. 


Distributed through 15 great Sunday newspapers from 
coast to coast—Puck—the only national publication of 
its kind—has built the largest weekly reading audience 
on earth. The gifted men who contribute their skill and 
genius to Puck are among the highest paid literary 
talent in the world. 


That is why Puck—The Comic Weekly—is eagerly read 
week after week by twenty million men, women and 
children in more than 5,500,000 homes—why it has 
proved time and again for advertisers to be the world’s 
“Best Seller’. 


Puck circulation closely parallels the retail sales of the 
nation. 73% of its 5,500,000 circulation is concentrated 
in the 995 cities and towns of over 10 000 population 
where 70% of all retail sales are made. 


Evidence of Puck's specific selling power as a basic 
advertising medium for your product will be submitted 
on request. Phone COlumbus 5-2642, New York or 
Delaware 6550, Chicago. 


TWENTY MILLION READERS ---THE WORLD’S BEST SELLER 


_— i BARR. EPO | el te gt nN ih ig OE coe a ee i 
= Z So att w a st AS v oa ne ae A x maf . > ? o oe ; 3 i 4 g . jeg WS ih 8s z ‘aes 3 Jee < : a aia 1 j 4 : = ms ig oe t: y ae re} . a 
_ 
ee 
|___He  neenrencene e. a, 
* es a: nie: 
oo» FN 
. giicceata ss Mai riod : 
i 2 “a a : . he, ind. . ; q 
ef i , . . ee - ee as . eit Pics 
= a = * >; a wal Fs Ee 
6 ee: , Nig a > i = ee 5 “te 
a 5 7 wh re 
y Me er gis — ihe, Te wy . - : _ 
te Pa al a in, We ’ » wn ge 
pees se al ere > ties | a 
oe ery i ad a %, via, ia \ cr. ‘ 
Re % CaF yy a , le ri : ts a 
|, ae A _———_—_ Si ae 
rim ‘ bis Bak ae © 
a , Z ag Tie =o 
7 2 aa. 4 i “rpleess ae i seid 
j ; ~~ ya Pas kf ~ il x ie iia a: bie 
ei: 4 A ; oft ; - S : ‘ A - : — “ a. 
pee S# ee | «Se - b> ga 
e<9.° c 2 a . z *s + a e 
a * ~~ abe 
= e 
. tis ~ i a ‘ +t 5 
a Sy Bs Le 
ae es \ <4 as 
| ; rs 4 ve ry Fa in 
§ ; : LC ———- : . 
— hn a . ge 
an ar , ee 7 - 
- . - ae ae aS eee 
oe ae am | Y 
. < ee Se = 
. ee vay, SS ro Te a 
ea eek = 
~ ie J Se om 
¢ ‘ : s a . # 
1’ - XE shia 
i ; ne, CS Se cues, TM 
a ee ~ _ 
. it "? oh Bi a x a ee wy Be C4 ; oh fi wd; ae Sy Aye ‘ wry ~ v — Hy. pl . Bice 
| -_ “ae Se aa PAC CA ee... _ 
| ergy ; ? BS * as Tee a a Fey ae i i ‘ \ SEL OSA ? vag 
\ : F ‘ a % ae =% pe 4 Ra ais Hira) ‘Nt he " mt 
4 ' ; 3 ’ ., MAS aay ‘lotta. AGAR Ne ’ 
\ oO mw ee 
\ ee BOE | . 
\ a a: Yas +o 1 SIRS ie ai) fa) ah if ‘a Al W ay ‘ » 5 
\ . NT Mee % ys ye ’ Wie Ri 1) Rages i 3) A i. “3 
\ é] POP a Tiina ay ee Ae Cee deri pet! v4) Hit. \ , ; of 
, a Pi ay Pi F ie a peels ¥ MSiy Lciitis 1 5 +! a ‘ Df f 14 
‘2, ; 2 a . fe ; Tirta Sy, URES m ye tw ’ : A p. 
. B, ia | ve RM! “a F y oF a i) a px ; VS ert . ie 
\ 7 . (ht ’ aa t ¢ r tartar ; uF wea By ” re 
\ Cell m4 ie oF af N # Bat, ; . aa i ; as aie 
' a . " a yhty By el? ae ae ar th ) aa a pie: 
i » Cp re IS s y [2 SSC CAP Sa RS 6) } v ~ \ ; ali 
; Pe“ : ‘ %, ANS Rares 5 * , : a ie ip: 7 hit i 4s ag ‘ : ai : 
' vr. a "le fe ie & iF ; f Bay . Ze * LOE: 
a We i LR ia ) . ae 
"pes ~~ ay% “Ae ~ % t, a ; " bs { Pry, Pat is) ¢ aN , \ ‘ ’ a 
, 1 ( i PP succkt Pehl Nts) 2 * fe ne Ay _ 
, a sj SRE ti ik ) ' - 
a“ 6 ‘ ; x f RE FG jv 
4 fst , ba +f: f (hid WIM 3 ; 4 a: 
/ (ote ete, YL PM | hk es 
—— | sel APES Pi bd Le iy kis , ae Ho PY ee 
/ \ i CY: EG a al ig fy 7 
aise ROR TPL HN, SOM MIe Dey Ya AS ty bl Bt 
; : a NE 79 ‘ it Hf ts ry ty Tay yi f ’ sh ' ) f eu 
4 on MY] he hdd Hf ry eth ff oy ff a eh } ‘ ids , fora 
bd 4 rae 2 Yy Aes 180 Li Wh 7: aay i a. 
t=. eh rE, fess PLES S (fo, o 4 he & 
. a 6 ; fi s ee Rd ? 4 AO iy . oe fi cf, ny i 7 «3 . 
j ry, \ 6 ‘ ae S BARRA Shae D> / ( a: 
Cla) myst $6) ’ Tig Ue YS a eet a eae » a a 
| Lakin Gp, Ny j ~ 2 
Many Ay 1G 66 RGM! 64, te a> a ‘! , ‘ 
(Cet Agar? be KY® Pov Ee oO e i 
! . * len : 2 4: 4 MEE) : 
eS eres a jlges anc leon 
a - a 7 
‘ A 4 . 
: ° 9 x 
+ .-« So _ 
os ree In eC ‘. : | 
— N\\\\ “ 
8 ‘ =e 
re 
\ =~ 
r\ SF : 
0 a wee tay 
Be N — ya 
wa nda 
- Lo ee 4 
‘ oP Ee 6 ee 
. > P : i > + * 
cwa? 5A “1 OF \ Lea . =. ae 
" i? = —— E on 
y v j= 3s rE 
, ae wan rm’ ; 
( 
\ Y — i 
—" \¢ od W a ae 
. . a en - eit 
ee my - a 
~ > a. 
aay : 
a 
ee ¥ 
ati 
ee : ; 
Ae 
Ee LT A CLT A 5 te ARERR en 
wcll 
PS a ae Pe 
{ ‘bea £ *s me mart. med eh en Bh ay £ a + ett. ny wf ug < . tf Wi oon ; oe bs, om Pei : 2 ee “oe , é a yo 5 , a> ,** v 4 , . . in os 2 
= te * ae cet cog Me - he ke 2 ef? a so a ae es 4 > =. x - wo ahaa? Pp ame <i ss eee: hn = f, Sep tty Pt oe «aE pe i ie oof ce ~~ A he 
a ie ee, te > =. eo =F | —_ > Pete PASE 7 


— 
AF: 
* 


January 15, 1949 


N. Y. Bill Would 
Levy Sales Tax 
on Advertising 


Albany, Jan. 11.—A number of | 
bills affecting advertising have al- | 
ready been introduced in the New 
York legislature, and others coat 
scheduled for consideration, a sur-| 
vey revealed today. 

Among them is a 3 per cent! 
sales tax act which defines ‘gross 
receipts” or “receipts” to include 
“the amount received by a person 
for services and facilities in promot- | 
ing by advertising or otherwise the 
business of another or others, and 
the amount received by publishers 
from the sale of advertising.” This 
is sponsored by Senator William 
Bewley, Republican manufacturer 
of Lockport, and Assemblyman 
Maurice Whitney, chairman of the 
taxation committee in the lower 
house. 

The bill makes unlawful adver- 
tising stating to the public that the 
tax, or any part thereof, is being 
absorbed by the retailer. Separate 
cash sales of less than five cents 
are among the exemptions, which 
would mean no tax on daily news- 
papers. A deduction of one per 
cent is allowed if returns are filed | 
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Think it over for about ten 
consecutive seconds, and you'll 
agree that “it’s the manage- 
ment that makes the radio sta- 
tion.” Management determines 
every station’s personality and 
character — therefore its pop- 
ularity and integrity — there- 
fore its audience and produc- 


tiveness. Hence management 
is often an even more im- 
portant consideration than 


facilities. ... 


This is one of the big reasons 
why Free & Peters’ customers 


FREE & PETERS. inc. 


(and FREE, JOHNS & FIELD, INC.) 


Picneer Radia Staticn Representatives 


CHICAGO 
180 N. Michigan Ave 
Franklin 6373 


NEW YORK 
“447 Park Ave 
Plaza 5-415%1 


and tax paid, prior to the twentieth | 


day after end of each quarter. Con- | 
siderable support for the sales tax | 
has been manifested, although en-| 
actment is by no means certain. 


Loss-Leader Up Again 


The Parsons anti-loss-leader bill, 
which contains provisions referring 
to advertising, has been reintro- 
duced. Governor Lehman vetoed 
the measure, supported by the New 
York State Retail Food Merchants 
Association and pharmaceutical 
groups, and opposed by chain stores, 
R. H. Macy & Co. and others, last 
spring. The legislature had passed 
it by one sided majorities. 
Bennett chain store tax bill is also 
up for reconsideration. 

Control or regulation of outdoor 
advertising, strongly advocated by 
Governor Lehman in his annual 
message, is another subject of con- | 
troversy on Capitol Hill. Bills to 
continue milk advertising by the | 
state will be presented soon. Gov-| 
ernor Lehman again went on record 
in favor of this project. The fight | 
over enabling legislation for pari- | 
mutuels is another which business 
and advertising interests are watch- | 
ing carefully. If the Dunnigan- 


The | 


‘New Cresco Agency 


ADVERTISING AGE 


betting would seem to.be an in-| 
evitable outcome. 

Legislation to further farmer co- 
operative associations, which Gov- 
ernor Lehman said “are for the 
most part in sound condition and | 
rendering a great service to pro-| 
| ducer and consumer alike,” will be | 
| introduced. 


| 


— 
Gerth-Knollin Adds 
Steamship Account 
Java-Pacific Line, which is plan- 
lining an aggressive campaign for 
ltourist business, has appointed 
|Gerth-Knollin Advertising Agency, 
| San Francisco, as its agency. 
| With a new fleet of steamers, the 
jline will feature cruises between | 
Pacific Coast ports and the Nether- | 
| lands Indies. 


Improved Mfg. Company, Ash- 
land, O., manufacturer of Cresco 
leather jackets, has placed its ac- 
count with Ralph Heineman Adver- 
tising, Chicago. David Goldman is 
account executive. 


Sallberg Changes 


Ray Sallberg has joined Advertis- 
ing Counsellors, Inc., Phoenix, Ariz. 


|He has been publicity director of 


“BEST CONSUMER 
REVIEW TO DATE” 


OMMENTING on the pres- 

entation of the history, de- 
velopment and aims of the con- 
sumer movement published in 
ADVERTISING AGE last week, 
Donald A. Montgomery, Con- 
sumers’ Counsel of the AAA, 
declared: 

“The story is so good, so ac- 
curate, so compact and, above 
all, so up to date, that it is 
the very best review of the con- 
sumer movement I have seen to 
date. I hope ADVERTISING AGE 
will send copies to a large num- 
ber of consumer organizations 
for reprint purposes. It would 
be one of the most useful things 
they could have.” 

Burr Blackburn, director of 
research, Household Finance 
Corporation: “ ... Your han- 
dling of the consumer move- 
ment problem was illuminating 
and fair. I am looking forward 
to further installments with 
keen interest.” 

Katherine Ansley, executive 
secretary, American Home Eco- 
nomics Association: “ ...a fair 
and objective review as well as 


Penney bill is passed, the business 
picture in a number of areas may 
be radically changed. Very heavy 
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a lively presentation of the his- 
tory and present status of the 
consumer movement. We will 
follow with keen interest the 
other points in your project.” 

Additional copies of the Jan. 
8 issue of ADVERTISING AGE, con- 
| taining the initial consumer 
presentation, are still available. 
| 


Blanke Heads 

Chicago Juniors 

| L. Carl Blanke, Popular Science 
| Monthly, has been elected president 
of the Chicago Junior Advertising 
Club, successor to the Young Men’s 
| Ad Club. 

| Mr. Blanke’s staff includes Ray 
| Biesmeyer, Hensley Company, vice- 
president; Frederick C. Spencer, 
|Charles Daniel Frey Company, sec- 
retary-treasurer. 


Janet Child Joins 
Hays MacFarland 


| Janet Child has resigned from 

McGiveran-Child Advertising Agen- 
cy, Chicago, to become an account 
executive with Hays MacFarland 
& Co., Chicago. 

Co-founder in 1934, with Dorothy 
Hartford McGiveran, of the agency, 
Miss Child has become recognized 
as an authority in the marketing 


Camelback Inn, Phoenix, and for- 
merly was with Mackenzie, Inc., 
Minneapolis. 


EXCLUSIVE 
KEPRESENTATIVES 
WwGR-WKBW . . BUFFALO 
| woxy . . CINCINNATI 
woc . DAVENPORT 
wHO DES MOINES 
WDAY . . FARGO 
wowo-WGL FT. WAYNE 
KMBC . KANSAS CITY 
WAVE LOUISVILLE 
WTCN MINNEAPOLIS-ST. PAUL 
wMBD . PEORIA 
KSD . sT. LOUIS 
WFBL SYRACUSE | 

i 
SOUTHEAST 
| wesc CHARLESTON 
| wis . COLUMBIA 
WPTF . RALEIGH 
woB) ROANOKE 
Sot THWEST 
GkoO FT. WORTH-DALLAS | 
KOMA OKLAHOMA CITY 
TUL » + « Te 
PACIFIC COAST | 
KECA . . LOS ANGELES | 
KOIN-KALE PORTLAND 
KSFO-KROW SAN FRANCISCO 
| KVI. SEATTLE-TACOMA 


DETROIT SAN FRANCISCO 
New Center Bide. fine Eleven Sutter 
Trinity 7-444 Sutter 4353 


of products bought by women. 


Burton to McCann 


Harry Burton has joined the Port- 
land, Ore., office of McCann-Erick- 
son, Inc., to write utility copy. He 
was formerly advertising manager 
of the California-Nevada Power 
Company. 
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Dameron Named 
Head of Consumer 
Relations Group 


New York, Jan. 10.—Dr. Ken- 
neth Dameron, who has been han- 
dling a special assignment for thx 
American Asso- 
ciation of Ad- 
vertising Agen- 
cies while on 
leave from the 
faculty of Ohio 
State Universi- 
ty, has been 
named manag- 
ing director of 
the Committee 
on Consumer 
Relations in Ad- 
vertising. 

The commit- 
tee, the estab- 
lishment of 
which was revealed in ADVERTISING 
AGE, Dec. 25, is sponsored jointly 
by leading advertising media and 
the Four A’s. Until its recent 
formal incorporation, the group 
acted in a preliminary way under 
the name of Consumer-Advertiser 
Council. 

The 


Kenneth Dameron 


seven-man board of the 
committee includes one representa- 
tive from the radio field, outdoor 
advertising, magazine and newspa- 
per publishing, as well as two 
agency executives and John Ben- 
son, president of the Four A’s. 

| Other members are Neville Miller, 
| president, National Association of 
Broadcasters; Kerwin H. Fulton, 
| president, Outdoor Advertising, Inc.: 
| Walter D. Fuller, president, Curtis 
Publishing Company; Col. Julius 
Ochs Adler, general manager, The 
New York Times; Chester J. La- 
Roche, president, Young & Rubicam: 
and William Reydel, vice-president, 
Newell-Emmett Company. 

The committee announced its in- 
tention “‘to deal with problems aris- 
ing out of the consumer movement 
in a practical and cooperative man- 
ner.”” Among its activities will be 
fact-finding and research on the 
economics of advertising and of 
consumption. 

One of the major aims of the new 
group is “to establish a bridge of 
understanding between consumers 
and the advertising profession.” 
The cooperation of consumer groups 
will be sought to develop practical 
solutions to mutual problems. 


Joins “Gopher-M” 

Reginald Faragher has become 
business manager of the Gopher-M, 
monthly paper of the Minneapolis 
Athletic Club. He was formerly na- 
tional advertising manager of the 
Minneapolis Star and later with the 
Minneapolis Journal. 


in the advertising world have 
been more than ordinarily sue- 
cessful in radio. Years ago, 
we determined that our “list” 
would contain only well-man- 
aged stations. We do not claim 
to represent well-man- 
aged station in America, But 
we do know that every station 


470 
PR 


every 


59 E. 


when you're in PRACTICAL 


INDUSTRIAL PUBLICATIONS, Inc. 


BUILDER 


... and “clocking” 
,000 builders a month 


ACTICAL BUILDER 


Published by 


Van Buren CHICAGO 


we represent is extraordinarily 
well-managed. 


And the result is a growing 
recognition among agencies 
and advertisers that it pays to 


talk with F & P. 


| NOPMAN 


SHICAGO + 
LOS ANGELES CHICAGO P 


60 8S. Grand Ave. 


ATLANTA | 


617 Walton Bldg. | 


~ 
|. Phelps 


Mou 
an C recline of 
MATTESON-FOGARTY-JORDAN CO. 


HONE BRAN. 7000 


Vandike 0569 Jackson 1678 
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Calls Unbalanced 
Schedules a Source 
of Business Woes 


Management Ignorant 
of Promotion Function, 
Says Agency Man 


New York, Jan. 10.—The ten- 
dency on the part of industrial ad- 
vertisers to schedule space with 
peaks in some months and slumps 
in others was sharply criticized to- 
day by Loyola Guerin, assistant to 
the president, G. M. Basford Com- 
pany, as an unwarranted practice 
which arose from the inertia of in- 
dustrial advertising men and the 
failure of management to realize 
the true function of the promotion 
phase of business. 

These peaks and valleys, Mr. 
Guerin told the New York Dotted 
Line Club, are becoming more ac- 
centuated every year with the re- 
sult that the graph of advertising 
expenditures they create is becom- 
ing accepted in industrial circles as 
a basic pattern. This pattern, he 
said, starts from a depressed point 
in January, creeping slowly toward 


| agement in specifying that a defin- 


a peak in May, then diving sharply 
during the summer months and re- 
gaining altitude in December. 


Copy Plans Delayed 


The Basford executive placed the 
blame for traditionally thin Janu- | 
ary issues principally on the unscien- | 
tific attitude of business executives | 
who must approve the indus- | 
trial appropriation. Frequently, he 
declared, the advertising expendi- 
ture is considered only as a part 
of the whole business budget in- 
stead of being evaluated in its own 
light. Advertising plans must con- 
sequently wait until other matters 
are disposed of. 

Mr. Guerin also pointed out that 
some key men follow business in- 
dices closely and refuse to approve 
a schedule until their favorite 
Washington analyst has _ indicated 
the course. 

Enumerating devices which have 
been employed by publishers of 
business papers to overcome the 
“late schedule” abuse, Mr. Guerin | 
said the “special issue” was the 
outstanding of these methods, but 
that the quality of many of these 
issues has declined over the years. 
Some advertisers have made it a 
policy not to take space in these 
numbers unless they would ordi- 
narily do so, he observed. He also 
chided publishers for promoting the 
specials too late for advertisers and 
agencies to prepare copy suited to 
the occasion. 

The “late schedule” situation, he 
asserted, is aggravated by the fa- | 
miliar custom of changing the copy 
theme at the end of the year. This 
is particularly true in the industrial 
field, Mr. Guerin said, because of 
the length of time required for | 


Omaha World-Herald 
94.4% Home-Delivered 


10.6% BY A #| | 
CARRIER) : 


US. MAIL 


Omaha World-Herald 


National Adv. Repr. j 
OMARA & ORMSBEE, Inc. 
| 


ee 


gathering factual and technical data | 
needed for copy and the slowness | 
of getting approval for the new 
advertisements. | 

A comparatively recent trend cited 
as contributing to this unbalanced 
advertising, is the practice of man- 


its sum be spent in a certain field, 
with little regard for how, or in 
what magazines it will be used. This, 
Mr. Guerin showed, is strikingly 
demonstrated by a recent study of 
some 40,000 industrial advertise- 
ments which demonstrated that the | 
advertisers had used approximately 
the same number of insertions in | 
weeklies as in monthlies. | 

To indicate how some of these! 
difficulties can be overcome, Mr. | 
Guerin said that some agencies pre- 


Pe eene 


Here’s penetrating coverage! 


pare their schedules in June and 
July, thus providing sufficient time 
for consideration by management 
and approval. Another device is 
that of “carryover” schedules. By 
starting space programs in March 
and running through February, the 
early year slump is avoided. 
advertisers schedule “till 
space for the first few months of 
the year in addition to the old 
schedule, and others work on quar- 
terly budgets. 

The basic solution, however, Mr. 
Guerin said, lies in changing the 
mind of management as to the im- 
portance of its advertising. He 
urged publishers to direct more of 
their promotion to the “brass hats” 
than to professional advertising 
men in industrial companies 


Some | 
forbid” | 


counts for 13 insertions lower the 
daily rate to $95, and Sunday to 
$120, with another discount for a 
26-time order. The run of paper 
one-time daily rate is 28 cents, and 


Page One Unit 
Being Sold by 
Seattle Papers |for Sunday, 37 cents. 


Seattle, Jan. 11.—Sale of front In addition, a rigid censorship of 
page space by the Seattle Post-In-|copy is instituted. No advertising 
telligencer, Hearst morning paper,|of liquor is accepted, and no bar- 
is reported so successful that it ap-| gain copy is permitted in the space 
parently has passed out of the ex-|on Page 1. 
perimental stage. The innovation As a result of these stipulations, 
was launched Dec. 10, and despite | national advertisers have displayed 
the relatively high rate, the avail-|more interest in the new preferred 
able space has been occupied about | position than local merchants. The 
every other day. The Seattle Times|S. L. Savage Company, automo- 
is also selling Page 1 space. biles, has been a consistent user of 

The P-I sells only one unit, two|the space, while the James Henry 
columns on 5 inches, or 140 lines,| Packing Company and Washington 
at a one-time daily rate of $100 or| Apple Growers have been other 
|} one-time Sunday rate of $130. Dis- | regular patrons. 


' 


« 


te ® 


MORE readers than 


any National Magazine! 


than are reached by any national magazine! 


And penetrating coverage of good customers! 


FC is obtainable only by shoppers in important chain groceries, 


located mostly in big cities. 


Every sixth family in Oklahoma 
City reads The Family Circle . . . more Oklahoma City families 


Pah es 


Coverage of Oklahoma City families by 
leading magazines 


THE FAMILY CIRCLE 


That’s because 
16.39%, 


v 


Women's Monthly Magazines 


Pe ee eee 


Good Housekeeping 15.8% 
: s Noman's Hc SYompanior 6% 
And penetrating coverage of good customers who will read your oe cad — — fo 
message! Thirty-two separate reader studies show that The McCall's 13.7% 
Family Circle’s 100% housewife-shopper audience read FC adver- i onsen ony geen — 
Ouier s 24 
tisements carefully. : Liberty 15.29 
; Saturday Evening Post 13.3%, 
The Family Circle is the only women’s magazine 4 
ae 
that offers this sales-producing combination of ij 
™ In these cities of 50,000 population or 
penetrating coverage, 100% housewife-customer more, The Family Circle goes into more 
. . : a = homes than any national magazine. 
readership, and high observation of advertising. Speen Philadelchia 
= Che: ar, Pa Portland, Ore 
Thecost islow .. . only $2800 a page .. . or $36,400 for a full year’s = Cleveland Pueblo 
r Dallas Richmond 
campaign of 13 full-page advertisements . . . to reach 1,400,000  Dewer Cptnmanin 
o%e ° E] Paso Salt Lake'City 
customer-families . . . concentrated in your best markets. Fost Worth See Tee 
Fresno San Francisco 


THE 


FAMILY CIRCLE =. 


“Every reader a customer” 


NEWARK 


NEW YORK 


CHICAGO 


Little Rock San Jose 


Angeles Spokane 
Oakland Tacoma 
y Oklahoma City Tulsa 
Smeha Washingt 
SAN FRANCISCO : Wilmington 
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January 15, 1949 


Aluminum Company 
Institutional Copy 
Set for Magazines 


New Drive Is Designed 


to ‘'Humanize’ Workers: 


| 


in the Industry | 


By RAYMOND G. GIBNEY 
(Picture on Page 31) 

Pittsburgh, Jan. 10.—Altering the 
media pattern for its institutional 
advertising campaign, Aluminum 
Company of America disclosed} 
today that the program for 1940 | 
will be confined to full-page inser- 
tions in Collier’s, Farm Journal and 
Farmer’s Wife, Liberty and The 
Saturday Evening Post. Last year 
the institutional copy ran in Sunday 
editions of newspapers in major 


cities throughout the country; in 
1938 132 daily newspapers com- 
prised the schedule; and in the 


latter part of 1936 and throughout 
1937, when the project was first 
launched, national magazines made 


up the list. 


SPORTS STATION OF THE NORTHWEST 


A 


According to C. C. Carr, advertis- 
ing manager, the 1940 media selec- 
tion was based on a desire by the 
company to present a new “pack- 
age” involving special color treat- 
ment and a distinctive type of art. 

During the current year seven 
insertions will appear in each of the 
four magazines with dates staggered 
so that no advertisement will ap- 
pear in two of the publications 
simultaneously. The initial page in 
the series is scheduled for the Jan. 
27 issue of The Saturday Evening 
Post. The same copy will appear in 
Collier’s, Feb. 10; Liberty, Feb. 17; 
and the February issue of Farm 
Journal and Farmer’s Wife. The 
same pattern will be followed in 
succeeding months. 

The latest chapter in Aluminum 


| penditure 


project is a further extension of the! 


campaign launched in the latter part | 


of 1936 to acquaint the consuming 
public with the important part alu- 
minum plays in the life of virtually 
every American. 

At the outset, copy in national 
magazines was designed to portray 
to the public the basic policy of the 
company. It defined the position 
which the organization occupied in 
industry and laid emphasis on pio- 
neering development work and edu- 
cational methods of selling. 


} 


In 1938 the campaign was ee | 
ferred to newspapers with 132) 
dailies in every state and important 
metropolitan area on the list. Copy 
laid emphasis on how, by constant | 
scientific research involving the ex- | 
of millions to improve 
plants, equipment and manufactur- 
ing processes, Aluminum Company | 
has brought the price of the metal | 
down to a point where it is cheap 
to buy and cheap to use. 

In 1939 the company decided to | 
approach a more leisurely reading | 
audience and utilized only Sunday | 
editions of newspapers in major, 
cities throughout the country. Last | 
year’s campaign was designed to} 
show by many varied examples how 
aluminum is making an important | 
contribution to the better living of | 


. . , . ae } ae ire ati 
Company’s institutional advertising | entire population. 


Employes Do Their Stuff 


The new campaign is aimed at 
“humanizing”™ to the public the men 
and women who make up the alum- 
inum industry. The advertisements 
will show typical cases where jobs | 
have been created by the type of | 
pioneering and development work | 
sponsored by the Aluminum Com-} 


. , - ‘ | 
pany of America. This year’s copy | 


| is tied in with actual photographs of | pany is printed in black on a back- 


employes and their families, taken in 
their homes. Accompanying illus- 


Sales Builder for the Pacific Outfitting Company 


OREGON ASSAYS HIGH 
in Sales Volume! 


Radio minded sales executives should look twice 
at the Oregon market in reckoning 1 
quotas. Surveys of the KGW-KEX territory show 
that 95% of the homes are radio equipped; that 


@ Outstanding in its coverage of sports events is Oregon- 
ian radio station KEX. Throughout the year athletic- 
minded residents of an outdoor country tune to KEX for 
broadcasts of athletic events of all kinds. 


Smart advertisers capitalize on this KEX action audi- 
ence with news of their goods and services. One of the 
smartest is Joe Sherman, well known Portland sports 
enthusiast and owner of the progressive Pacific Outfitting 
Company. Mr. Sherman’s general clothing store does a 
bustling business, prime promotion reason for which is 
his consistent use of KEX. 

Once a week, week in and week out for six consecutive 


years, Pacific Outfitting messages have been linked with 


the KEX sportcasts of wrestling matches. 
“KEX is one of my best friends,” says Joe Sherman. 


“When I use a certain type of broadcast over the same 


940 sales 


job it has done.” 


Oregonians have annual incomes larger than the 


national average; that KGW and KEX are at an 


all time high in listener interest. 


station for six straight years, there is a reason—and that 
is pulling power. Our business has grown steadily, results 
have been excellent and I give KEX due credit for the 


Moral: Break your 1940 Northwest sales quotas by harnessing the 


promotion pull of Oregon's top radio stations, KGW and KEX. 


RADIO STATIONS OF THE 


PORTLAND * OREGON 


620 KG ioce warrs ames NBG RED 


REPRESENTATIVES: 


“ . 2 | 


TI60 KG conrmcous NBG BLUE 


EDWARD PETRY & COMPANY, 


INC. 


NEW YORK + CHICAGO + DETROIT + ST. LOUIS + SAM FRANCISCO + LOS ANGELES 


| company established as its objective 


| stepped up its business paper budget | 


INSTITUTIONAL COPY IN PREVIOUS YEARS 


2 


WE CAN NAME THE 8000 
KEENEST ADVOCATES | | 2s Siro. 


be neined 


by aleminem 


who has not beee 


OF CHEAP ALUMINUM 


jor WANTED THE REAL LOW-DOWN 
(AND GOT IT} 


nadie MADE ALUMINUM LIGHT 
BUT W1@M HAS MADE IT CHEAP 
AND PLENTIFUL AND STRONG 


Typical of the institutional messages sponsored by Aluminum Company of Amer- 
ica were these insertions. The one at the left appeared during the 1938 campaign 


trations are by James Montgomery | advertise aluminum windows t 
Flagg. The advertisements are in| architects and builders, and to the 
color and the signature of the com-| general public through American 
|Home, Better Homes and Garden: 
and House & Garden. 

A separate drive, in behalf ot 
aluminum foil for milk bottle caps, 
the presentation of its story to con-/| will be directed both at the trade 
sumers with incomes of from $1,000! and consumers. Good Housekeep- 
to $3,000. This segment of the popu- | ing and Parents’ Magazine make up 


ground of its own aluminum ink. 
In planning its 1940 effort ive| 


| lation was selected on the basis of| the consumer schedule. 


a recent survey which showed that; Another campaign, designed to 

14,740,000 families or 49.69 per cent! stimulate the use of aluminum foi! 

of the total number in the United| for packaging such merchandise as 

States are in these income groups. | cigarettes and candy bars, will ap- 
In addition to its institutional) pear in Time and Newsweek. 

campaign, Aluminum Company has! Fuller & Smith & Ross continues 

as the agency. 

by about 15 per cent. Copy is sched- 

uled to appear in more than 100 

publications catering to many | Portland Sponsors 

phases of industry. ° ° 
The company is continuing the | Public Relations 

advertising of its pigment, Alcoa-| The new Advertising Federation 

Albron Paste, to painters, builders,|0f Portland, Ore., has appointed 

architects, dealers, and in a limited | Ftank S. McKeown as manager to 
riage ; ee r , | conduct a statewide public relations 

way to consumers, using American | program in behalf of advertising. 

Home, Better Homes & Gardens and|" wr. McKeown was formerly with 

Country Gentleman for the latter | Ross Federal Service, Inc., in De- 

purpose. It also is continuing to troit and Portland. 


In 1938 


and Again 


In 1939 


ONE of the FIRST THREE 
in Advertising Volume 


Covering a third of the country, serving a third of the country’s 
motor vehicles, SOUTHERN AUTOMOTIVE JOURNAL in adver- 
tising volume ranks among the first three of all automotive publica- 
tions going to retail outlets;—more advertising than all except two 
of the national automotive retail books. 
15% 


And Southern expansion insures further progress. 


Its advertising volume for 
last year showed a gain over 1938 

Motor vehicle 
registrations in the South have increased in the last seven years 30.5%, 
compared to an increase of but 19.2% for the rest of the country. 
Annual gasoline consumption for the average Southern car has in- 
creased to 735 gallons, compared to 693 gallons for the rest of the 
country,—more driving—more replacements. Southern 
Industry is expanding at double the rate of the rest of the country 


1940 


repairs and 


and much of the new income is going into automotive channels. 
is going to be another great automotive year in the South. 

To get your share of the Southern automotive dollar place your 
advertising before the 20,000 readers of 


SOUTHERN AUTOMOTIVE JOURNAL 


Member A.B.P. and A.B.C. 


including practically all jobbers and distributors and the large major- 
ity of the important car dealers, garages, fleets and service stations 
from Texas to Maryland. 


plications 


ATLANTA, GA. 


“Thorough Coverage of Specialized i ae 
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” General Cigar Company as athe ninth straight year. Kay Kyser, Clayden Represents Grace Line Employs 
Pick Templeton sponsor, ranked third. | whose Lucky Strike show for Amer- Color Comic Pages Radio for First Time 
\ican Tobacco Company was sec- - i 
Pick Juvenile Headliner ond among quiz it came, A. E. Clayden, Inc., has taken Grace Line, Inc., New York, is 
- : ~— ee es over national representation of the | using radio advertising for the first 
“Let’s Pretend,” a CBS sustain- | next. 


as Outstanding New 
1939 Radio Star 


Jack Benny, Canada 
Dry Quiz Pace Field in 
Newspaper Poll 


(Picture on Page 1) 

New York, Jan. 10.—The out- 
standing new radio star uncovered 
in 1939 was Alec Templeton, the 
young blind pianist sponsored over 
a National Broadcasting Company 
network by Miles Laboratories, Inc., 
in behalf of Alka-Seltzer, accord- 
ing to the ninth annual poll of ra- 
dio editors by the World-Telegram. 

Jack Benny, Jell-O salesman for 
General Foods Corporation, 
emerged from the poll with new 
honors. Not only was he named 
the top comedian for the seventh 
straight year, but the Jell-O show 
was chosen by the editors as their 
favorite program. 

The poll revealed few changes 
from the previous year, due to the 
unwillingness of sponsors to gamble 
large sums on untried performers. 
An increased preference for comedy 
over other types of radio fare was 
also noted, with all of the first seven 
programs primarily comic in char- 
acter. 


Choose Canada Dry Experts 


“Information Please,’ sponsored 
by Canada Dry Ginger Ale, Inc., 
was a repeater at the top of the 
quiz programs and was second only 
to the Jell-O show among favorite 
programs, a rise from fourth in the | 
previous poll. The “Chase & San- 
born Hour,” starring Charlie Mc- | 
Carthy and sponsored by Standard 
Brands, Inc., dropped to. third) 
among program favorites and Ed-| 
gar Bergen’s dummy ranked in the | 
same position among comedians. | 
Second was Fred Allen, air sales- | 
man for Bristol-Myers Company. | 

| 
| 


Lux Wins on Drama 


For the sixth straight year, the 
“Lux Radio Theater’ sponsored by 
Lever Brothers Company was 
picked as the outstanding dramatic 
show. The Orson Welles program 
of Campbell Soup Company was 
runnerup. Among _ quarter - hour 
programs, Fred Waring’s Chester- 
field series for Liggett & Myers To- 


bacco Company was placed first. | 
Walter Winchell, who works for | 
Andrew Jergens Company, rose 


from fifth to second in this classi- 
fication and also ranked fourth 
among news commentators. Low- 
ell Thomas, sponsored by Sun Oil 
Company, ousted H. V. Kaltenborn 
of Columbia Broadcasting System | 
as top newscaster. Raymond Gram | 
Swing, who rose to prominence with | 
war news reports over Mutual} 
Broadcasting System and _ gained 


KAUFMANN & FABRY CO 


4275 5S WABASH AVE . CHICAGO 


ing feature, was the editors’ choice 
as the best children’s program for 
the second consecutive year. ‘Lone 
Ranger,” with different sponsors in 
various localities, was next. Bill 
Stern, NBC sports announcer heard 
regularly on fight broadcasts aired 
by Adam Hat Stores, Inc., ousted 


Ted Husing of CBS from the lead | 


in that group. Don Wilson, Jell-O 
announcer, repeated as the best an- 
nouncer. 


Swing again ran second to sweet | 


music among band ratings. Guy 
Lombardo, sponsored by Lady 


Esther Company, was chosen for 


Crosby Again Leads 


Bing Crosby, Kraft Cheese Cor- 
poration star who annually runs 
| up one of the largest votes in the 
| poll, was chosen for the seventh time 
las the most popular male singing 
|star. Frances Langford, who war- 
bles for the Texas Company, nosed 
out General Foods’ Kate Smith for 
first by three votes. Nelson Eddy, 
baritone heard on the “Chase & 
Sanborn Hour,” won top honors 
among concert singers. Arturo 
Toscanini, NBC sustaining maestro, 
headed the symphonic conductors. 


“Always thinking of business! We're 
down here on a vacation, Vic 
why not table this advertising talk 


till we get 


back home?” 


magazine 


color comic sections of the Sunday 
News, Lima, O.; Morning Intelli- 
gencer and Sunday News-Register, 
Wheeling, W. Va., and the Sunday 
News, Parkersburg, W. Va. 

Clayden has offices in New York 
and Chicago. 


Compton Adds Two 


Randall E. Brooks, formerly with 


Gulf Publishing Company, has 
joined Compton Advertising, New 
York, as a member of the mer- 


chandising staff. Edward J. Rohn, 
formerly with Cecil & Presbrey, 
New York, has also joined the 
agency as a member of the media 
department. 


“For just one reason, Ray 


time as sponsor of 
broadcasts a week over Station 
WABC, New York. Elmer Davis, 
author and journalist, is the fea- 
tured commentator. 

Commercials on the program pro- 
mote the company’s South American 
cruises, which are now offered on 
a ten-month installment plan basis. 


three news 


Kelly, Nason, New York, handles 
the account. 
Cheese to LeQuatte 


Newark Cheese Company, New 
York, has appointed H. B. LeQuatte, 


New York, to direct advertising of 
its Sante cream and _ cottage 
cheeses. « 


we're 


missing the boat every day we miss 
being in NEWSWEEK. Why, the ad- 
vertising department told me NEWs- 
WEEK's 1939 advertising topped 1938 
by 91°." % 


* One chief reason for NEWSWEEK'’s steady, dramatic advertising gains 
is the exceptionally prosperous and responsive market tapped by this 


a group of more than 375,000 families with an annual aver- 


age income (as shown by a recent Hooper-Holmes survey) of $4,851. No 
wonder that, among more and more advertisers 


now it's NEWSWEEK! 
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some of the current advertising| ment is specific. A dollar and eighty | INTERIM REPORT ON BILLY THE GOAT 


Another Homer 
Spins ‘Iliad’ for 
Advertising Chiefs 


Copy Veteran’ Finds 
Down-to-Earth Writing 
a Vital Need 


Chicago, Jan. 10.—Homer McKee, 
a gentleman who knows whereof he 
speaks when it comes to writing 
copy and whose achievements have 
not dimmed his zest for the job, last 
night took time off to tell the Ad- 
vertising Managers Club of Chicag« 
about some of the changes in this 
profession wrought by the passing 
of the years. 

Although he now hangs his hat 
at the business-like, conservative 
offices of Blackett-Sample-Hum- 
mert, Mr. McKee has had a career 
colorful the potent phrases 
that spring so frequently from his 
battle-scarred typewriter. 

He can remember, as he did last 
night, of writing copy for such al- 
most forgotten names as the Cole 
Motor Car Company at a time when 


as as 


OF LITHOGRAPHIC 
MERIT 


2 
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managers were still worrying about | 


that high school girl next door. 

He can also recall a time “when 
your secretary made $50,000 in the 
market, when riches were rampant 
and accounts fell in through 
transom—and when it was fun 
write advertising.” 

Today, he considers it “a very 
serious and highly specialized busi- 
ness, calling for a degree of skill 
never before demanded.” 

“Today’s copywriter,” says Mr. 
McKee, “knows that in its present 
mood, the people of this country are 
concerned only with their real and 
specific physical problems — with 
food for their tables, wool for their 


to 


backs, leather for their feet, roofs 
over their heads, and the hard 
money it takes to buy these things 
A lot they care about how long 
you’ve been in business, or how 
glorious your company is! ‘What 
will it do for me and how much 
does it cost?’ Answer those two 
questions, in language that dis- 


tracted markets can understand 
and nothing serious is going to hap- 
pen to your sales line.” 
Be Specific, He Urges 
Realism is the vital guiding 
star today, Mr. McKee believes. 
“The yellow slip in a pay-enve- 
lope is specific. No coal in the base- 
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cents in a flat pocketbook is specific. 
A rent collector at the door is spe- 
cific. And advertising must 
equally specific. 


“Here is the disease. Can or can 


you not cure it? Is your bread more | 


nourishing—and why? Will these 
drawers keep my legs warmer—and 
why? I can’t afford to buy a new 
pair of silk stockings every day. 
You say these aren’t so likely to 
get runs—why not? Are the threads 
twisted tighter? How much tighter? 
What is the exact butter-fat con- 
tent of this milk? Will my baby 
thrive if he drinks it? Prove it! 
Who says so” 

“Advertising 
state of perpetual flux. 


technique is 
From 1910 


| to 1920 sloganeering was the thing. 
Herb Palin went about the country | 
offering to sit down in your office | 
and, in twenty minutes, write you | 


ten slogans on your product for 
$100. He told me that he averaged 
$100 a day at it. I bought $100 


worth for the Cole Motor Car Com- 
pany. We used one of them: ‘There’s 


a touch of tomorrow in all Cole does 


today.’ ”’ 
It was 

Mr. 

rampant, 


during this 
McKee, that “slogans 

deuces were wild.” 
1930 was equally hilarious, “an ad- 
vertising Mardi Gras.” He added 
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Snug as a bug in a rug, Billy Bock has been 
pounding his ear for two months . . 
vember 2, to be exact 


. since No- 
Yesterday, Sig, our 
Brewmaster reported that Billy was resting fine. 
You know, MENOMINEE BOCK (Billy to you 
folks) always has a lot of zest and tangy flavor 
... and there's nothing like a good long winter's 
sleep to build in a real full flavor to this heavy- 


— MENOMINEE 
ae ARINETTE 
on The AN’ «Daily ::::; 

| Sports par dere 
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Sleep Tight-- Billy Bock! 


WMA 


“~4 


bodied, dark, rich MENOMINEE BEER. 


Of course, BILLY BOCK is one of the “Munich” 
Bocks, a real aristocrat as it were. BILLY BOCK 
is raised according to the old school from a 
special hard-to-obtain caramel malt . . . and aged 
for four long months. Sleep tight away in our 
cellars BILLY BOCK, there will be a lot of folks 


looking for you in the Easter Season 


REWING ©. : 


Dial 
570 


_MENOminet Mich 


Menominee-Marinette Brewing Company, Menominee, Mich., jumps the bock 
beer gun by preparing consumers for the days ahead. 


that “‘The period from 1930 to the 
present has had a sobering effect on 
all of us. Those of us who didn’t 
jump out of the windows are per- 
haps better advertising men, at 
least we like to think so.” 
Out of all this experience, as far 
Mr. McKee is concerned, have 
| emerged several cogent texts which 
| he offered would-be copy writers. 
Among them were these: 


as 


Salesmanship Necessary 

| “The ability to get your ad seen, 
| read and believed, proves you're a 
| writer—your ability to take your 
| pound of flesh at the finish proves 
you’re a salesman. 

“The man who can’t sell with his 
| face can never sell with his foun- 
| tain pen. 
| “Sincerity is not a matter of writ- 
ing, it’s a thing of the soul, a thing 
| between you and your God. You're 
either born with it 
get it.” 


has shown a remarkable improvement in Akron in recent months 


| came with the release of the January issue of Forbes magazine. 


| @ The magazine lists Akron as No. | among the 10 cities in the 


country in which business improvement has been outstanding. 


@ |n a recent article published in the Beacon Journal, Roger W. 
Babson says, ‘| am setting the sights high for Akron in 1940. 
| am willing to forecast that the first quarter business will run 
15 per cent above the first three months of 1939. Given favor- 
able conditions at home and abroad, | would not be surprised 


to see the 1929 peaks broken some time during the year.” 


Liquor Products 
Appoints Randall 

Liquor Products Company, Mt. 
Carmel, Conn., has appointed the 
Randall Company, Hartford, to 
handle its advertising. 

A large-space schedule is being 
used in 11 Connecticut newspapers 
to introduce Sun Dial and Wedg- 
wood whiskies. 


Carnegie Names Kupsick 

Eastern Courses Corporation, New 
York, Eastern division of Dale Car- 
negie Institute, has appointed J. R. 
Kupsick Advertising Agency, New 
York. Newspapers in major cities 
will be used. 


Felton Increases Budget 
Felton Chemical Company, 
Brooklyn, has expanded its 1940 
advertising schedule with the addi- 
tion of seven business papers to its 
previous lists. Peck Advertising 


or you never | Agency, New York, directs the ac- 
| count. 


AKRON 


LEADS NATION 
IN BUSINESS GAINS. 
POINTS TO 1940 BOOM !/__ 


@ Further confirmation of the widely held opinion that business 


* 


REPRESENTED BY; 


Peep 


nega 


* Let Akron BOOM your sales to a new high. Place your 
sales messages before buyers of this alert, free-spending 
market by taking advantage of the complete, econom- 


ical coverage offered by the 


AKRON BEACON JOURNAL 


ESTABLISHED 1839 


STORY, BROOKS & FINLEY 
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ADVERTISING AGE 


» A prime, persistently and strongly accented virtue of newspaper advertising 
has been its “flexibility.” Within a few hours its power can be started or 
stopped ... without penalty. Manufacturers can turn it on in April and No- 
vember to sell rubber boots, in July and August to sell sun helmets. 

But the average food manufacturer in 1938, depending neither on rain nor 
sun for volume, was IN The Daily Oklahoman 912 weeks and OUT 4242. Mak- 
ers of toilet requisites whose customers powder and primp 52 weeks of the year 
availed themselves of this newspaper’s “flexibility” 15 weeks and let the other 37 
go by. Medical advertisers, ardent crusaders for “regularity,” promoted their 
proprietaries only 16 weeks, coasted the other 36. This was in Oklahoma City, 
but was typical of a nationwide practice. 

National advertisers in 1938 bought $148,000,000 worth of newspaper ad- 
vertising, most of it in this on-again, off-again fashion. Can it be that the term 
“flexibility” is being confused with “elasticity”? Isn’t this “flexible” medium be- 
ing stretched over too much territory? 

Although newspaper rate cards are devoid of frequency “musts,” would it 
not be to advertisers’ greatly increased and profitable advantage to place them 
there themselves, knowing that for complete effectiveness newspapers MUST be 
used with persistency and frequency comparable to the enforced requirements 
of other media? 


eThis is one of a series of advertise- 


ments sponsored by The Daily Okla- 
homan and Oklahoma City Times in 
the interest of a better understanding 
between advertisers, advertising agencies 
and publishers. 


How Newspaper “Flexibility” Was Stretched by 
National Advertisers in 1938! 


No exception to the rule in other U. S. cities over 100,000 was 
the way national advertisers used newspaper space in 1938 
in Oklahoma City. Figures below are for The Daily Oklaho- 
man, 7-day morning newspaper. 


Average Average Average 
Number Number Number 
Type of Weeks Weeks Ads Per 
Advertiser Repre- NOT Account 
sented Repre- Per Yr. 
sented 
Foods 9.5 42.5 11.4 
Toiletries 15.1 36.9 19.6 
Automotive 7.6 44.4 8.3 
Beverages, Beer 11.9 40.1 14.9 
Tobacco 21.0 31.0 30.0 
Medical 16.1 35.9 25.8 


THE DAILY OKLAHOMAN 9 OKLAHOMA CITY TIMES 


THE OKLAHOMA PUBLISHING (@@ 
OKLAHOMA CITY 
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Institutional Copy 


of Railroad Marks 
20th Annual Drive 


Illinois Central to Intro- 
duce Employes as Good 
Will Spokesmen 
Chicago, Jan. 11.—Believed to be 
the nation’s most persistent institu- 


tional advertiser, the Illinois Central 
System this week began its 20th 


. Ee Rat er as Pcl iat. wa saat Pte eh Rags Bi = “ deg es gee 
ADVERTISING AGE January 15, 1949 
: | ieee ; : . 
| of the most prosperous periods in| tral is using magazines for the first| surprising interest in them. Lebensburger Appointed 
| its history. time in its history. One-column| Brochures showing the advertis- by Be eim Distilli 
| The idea of quoting employes in| space, in 17 national magazines, has| ing being done in various media in Y rnh tilling 


|the new campaign is said to have 
| originated with the men themselves, 
| who sought the opportunity of ex- 
| pressing their opinion of their em- 
|ployer, and of the part their work 
'plays in promoting high living 
standards. A major factor in dis- 
| tribution of goods is economical and 
| efficient transportation, and the men 
|'who actually operate the Illinois 
| Central realize that fact and are 
proud of the part they play in this 
|every-day drama. 

| Taps Outside Areas 

In publicizing the attractions of 
New Orleans as both a hot and cold 
| weather paradise, the Illinois Cen- 


yielded perceptible results in origi- 
nating traffic to New Orleans, and | 
in causing many transcontinental 
tourists to make side trips to that 
tourist haven. 

The spot radio program over 
Middle Western stations has per- 
mitted the Illinois Central to dis- 
tribute scripts of “Cameos of New 
Orleans” with good results. While 
it is common practice for radio sta- 
tions to offer copies of addresses 
which they have broadcast, public 
demand for scripts of dramatic 
sketches has been neglected. The 
| Illinois Central put its stories of 
New Orleans into booklet form, 
with illustrations, and discovered a 


behalf of New Orleans have been) 
distributed monthly among business 
interests of that city, again serving 
to identify the Illinois Central as 
one of the home folk. The Caples 
Company, Chicago, handles the ac- 
count. 


Coftin Leaves Carstairs 


Ralston H. Coffin has resigned as 
advertising and sales promotion 
manager of Carstairs Bros. Distill- 
ing Company, New York, to become 
an account executive in the Chicago 
office of Sherman K. Ellis & Co. 
He was associated with the agency 
before joining Carstairs two years 


ago. No successor has been named. 


M. M. Lebensburger, formerly 
advertising manager of B. Kuppen- 
heimer & Co., Chicago, has entered 
the liquor field with Bernheim Dis. 
tilling Company, New York. His 
post is advertising manager of I. Ww, 
Harper whisky. 

Mr. Lebensburger wrote “Selling 
Men’s Apparel Through Advertis- 
ing,” which was published last year, 


Join Lasersohn Agency 

Richard Survaunt and J. P. El!- 
man have joined Robert Lasersohn 
& Co., St. Louis. Mr. Survaun(, 
formerly with Brown Shoe Com.- 
pany, will be in charge of the cop 
department, while Mr. Ellman wi)! 
be an account executive. 


annual campaign of this nature, 

using more than 400 newspapers in | === 
its “trade territory,” embracing the 
area from Omaha to Buffalo and 
from Chicago to New Orleans. The 
new campaign is in addition to the 
newspaper, magazine and radio ad- 
vertising recently begun to stimulate 
travel to New Orleans by picturing 
the innumerable attractions of that 
unique city. 

The Illinois Central is going to 
allow its employes to do most of 
the talking in its new newspaper 
series, occupying four columns on 
105 lines in most of the papers. 
However, J. L. Beven, president of 
the railroad, will monopolize the 
last paragraph for a monthly mes- 
sage of his own, in which he will 
endeavor to translate the objectives 
of the company in terms under- 
standable to the average citizen. An 
example: 


One of Home Folk 


“Giving the people more goods 
for less is a constant aim of modern 
American industrial technique, and 
it is just as much the concern of 
the Illinois Central as it is of other 
great industries. It is not just by 
chance that rail freight rates here 
are the lowest in the world.” 

The long-range goal of the IIli- 
nois Central, which inspired the 
first institutional advertising two 
decades ago, before the automobile 
was regarded as a serious competi- 
tor of the railroad, is re-stated as 
follows in another postscript to the 
newspaper copy: 

“The Illinois Central System aims 
to be more than a railroad. It wants 
to be regarded as a citizen—a vital, 
definite part of every community 
along its lines, with the same in- 
terest as any local citizen in indus- 
trial and agricultural development.” 


Employes Spoke Up 


The result of this “good neighbor” 
policy, enunciated so often over the 
years, can be found in the railroad’s 
balance sheet, according to its offi- 
cers. The Illinois Central, like all 
companies in its field, is experi- 
encing some difficulties in reaping a 
fair profit on its investment. On 
the other hand, it is operating under 
its own power, without the aid of a 
receiver, is keeping its equipment 
up to modern standards, and it im- 
mediately reflects any gains made 
by industry in general. The last 
half of 1939, for instance, was one 


GRANGE FARM GROUP 


MILLS BUILDING e SAN FRANCISCO 
Representatives 
J. Wm. Hastie, New York + F. E. M. Cole, Chicago 
Duncan A. Scott, Pacific Coast me 


tls 379 advertising arvestors 
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Gentlemen: 


Between you, during 1939, you laid out $1,609,315 
for advertising space in Fortune. This entitles you to 
some accounting of what you got for your money. 


* 


You paid for a guaranteed circulation of 130,000 
every month—received a monthly average of 137,000. 
This does not include the July issue, devoted entirely 
to New York City, which with 303,000 copies raises 
your average circulation to 152,800 per issue. 

* 

In deciding to advertise in ForTuNeE, you were doubt- 
less well convinced about the quality of its subscribers. 
You will therefore be interested to see these new, con- 
firming figures from recent surveys. 

89.20° are in Business 
6.69% are Professional Men (lawyers, educators, 
doctors, etc.) 
4.73% Miscellaneous, unclassified 
And they hold the followirg business positions: 
49.88% Management Executives (presidents, vice- 
presidents, treasurers, board chairmen, 
directors, etc.) 
22.24°% Staff Executives (production, operations, 
sales, purchasing, advertising, etc.) 
11.7994 Department heads, salesmen, auditors, ac- 
countants, brokers, etc. 
5.299% Industrial Professionals (engineers, archi- 
tects, chemists, etc.) 
* 

During 1939 Fortune completed what it believes is 
the first qualitative analysis ever made of a magazine’s 
extra readers. This study discovered that Fortune’s 
extra readers who answer the advertisements are com- 


parable to the $10-a-year-paying subscribers in Income, 
Business Influence, Wealth, Social Status and, most 
important of all, in responsiveness to Fortune's adver- 
tising pages. Here are a few of its findings: 
70.80% are in business 
28.76% are top flight executives 
21.46% are department heads and managers 
23.46% hold professional and technical positions 
10.02% earn from $10,000 yearly to over $25,000 
41.87% earn between $3,000 and $10,000 
13.70% are worth from $25,000 to over $100,000 
* 


Early in 1939 Fortune created a new Marketing 
Service Department to supply you with information 
about the people and markets your Fortune advertis- 
ing reaches. Among its many important studies: 

The distribution of Forrune, by occupations, in- 
dustries, positions, and geographical areas. 
Fortune's subscribers among the 42 leading 
national advertisers, industry’s vice-presidents, 
officers of the National Association of Manufac- 
turers, engineers, purchasing agents, etc. 

A study of the functions and buying influence of 
management executives. 

Studies of magazine readership among various 
groups of business and industrial executives. 
The war’s effect on the travel market. 

For detailed reports, write Marketing Service Man- 
ager, Fortune, Time & Life Building, New York, N.Y. 


~x~ * * 
™~ 


OW a few facts about yourselves: 

For the 7th year in succession you placed For 

Tune highest of all general monthly magazines 

in volume of advertising, with a total of 96754 pages 
There were 37 more of you in 1939 than in 1938 
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Fashion Continues 


| beauty aid. While other manufac-| moted along with the polish “to| 


turers have stressed the wearability | keep your lips and nails fashionably 
of their polish, Revlon has pointed | in tune.” 

out every season that its new shades} A new note in the copy will be 
have been made to harmonize with | furnished by testimonials from John 


| the latest women’s clothes. As each | Powers models, chosen because they | 


. 
as Keynote in 
s 
Revlon Promotion new color enters the fashion parade, epitomize fashion leadership in the | 
| evlon is on hand with a polish to} minds of many women. 


. —— atch. 

New York, Jan. 10.—Continuing | = Sane Jan. 15, spreads in ester Tests Are Planned 
its emphasis on nail polish as an|_. fs , s oa : ee 
essential feature of the fashion pic- will be placed in Harper’s Bazaar; Typical copy asserts: Swiftly | 


its product as a vital accessory for | signed to eliminate the difficulty of | eye 
fashionable women instead of as a| matching cosmetics, will be pro-| vitally, fashionably by Revlon Nail | 


. With fingertips accented 


Enamel,” another insertion reads. 
The company will also continue 
its policy of using business papers 


circulated in beauty parlors. The | 


latter are considered a_ practical 
testing ground where a new shade 
may be tried out every week by 


| 50,000 women whose friends are po- 
| tential retail customers. 
| sertions in five business papers are 


Color in- 


scheduled. 
Abbott Kimball Company is the 


. and Vogue in alternating months/the fashion color tide rises, each | 
ture, Revlon Nail Enamel Corpora- 


tion has planned a_e six-month 
campaign using color for the first| month. 
time and with an appropriation 40 
per cent larger than last year’s. 
Since its inception in 1933, the} You. 
company has consistently promoted 


SS ~ — 


and full pages in color in Madem-j|season bringing its own 


| subtle agency. 


| oiselle and The New Yorker every| changes. Always, on smart lips as 


Also on the schedule are| on smart finger-tips, Revlon color is| New “Almanac” Out 
Good Housekeeping, Ladies’ Home| fashion-right, in key with costume | 


| The 1940 “World Almanac,” the 


Journal, McCall’s, Photoplay and/|and with face.” “Pick up a tea-cup,| 55+) annual issue of the book of 


light a cigarette, draw on a glove.| facts, has just been published by 


Revlon lipstick, a new product de-| Your slightest gesture delights the| the New York World-Telegram. 


—a total of 379 against 342. And 88 of you used For- 

TUNE for the 5th consecutive year (or more). In 1939, 

103 of you started advertising in Fortune for the first 

time—an increase in new accounts of 35.5% over 1938. 
* 

Aided and abetted by Forrune’s splendid printing, 
fine paper, and large page size, your craftsmanship made 
ForTune’s advertising pages probably the most exciting 
to be found in any magazine. 


x * * 


4, DITORIALLY 1939 has been a year of tre- 
RY} mendous stimulus for Fortune. The March 

issue introduced a new and important contribu- 
tion to group journalism, The Fortune Round Table 
conducted by Dr. Raymond Leslie Buell. It is a method 
of finding an “area of agreement” between conflicting 
points of view on crucial public problems. 

* 


Your Editors speeded up the machinery of The For- 
Tune Survey, made it a regular monthly (instead of 
quarterly) feature. 

* 

The July issue on New York City, weighing 31 lbs. 
with 113% pages of advertising, was the first ever 
offered on newsstands—and the first ever sold at $2.00 
a copy instead of $1.00. 

* 


While Fortune for October was on the presses the 
war broke out. Your Editors immediately put into action 
plans they had laid for such a circumstance. When the 
issue reached the subscribers it contained a large map 
of Europe in colors, also a Fortune Survey showing 
the effect of the first terrific impact of War on American 
Public Opinion. And the first of three articles on Ger- 
many, work on which had begun the previous Spring, 
containing material smuggled past the German censors. 


* 


The main concern of Fortune at all times is Business, 
and here are a few examples of how during 1939 it ful- 
filled its great assignment to cover business and in- 
dustry : 

Auis-CriaLMERS GENERAL Motors 

BaLpwiIn Locomotive GLENN L. MARTIN 

CELOTEX 
CONTINENTAL OIL 
CrucisB_e STEEL 


New York Centra RalLroap 
Paciric Gas & ELectric 
Procter & GAMBLI 


* 


In 1939 Fortune continued to examine the great new 
advances in technology, and the great panorama of the 
American scene: 
CHEMOTHERAPY 
EL_ectric Power 
GREATER TERRE Hautt 
Houpry Process 


REVOLUTION IN Rapto 
TELEVISION 

Texas 

THe Democratic Party 
Hyprautic Drives THe REPUBLICAN Party 
Micratory Lagor Tue U.S. Buncert: Revisep 
Orr To Tue Trape Wars Tue U. S. Treasury 


* 
= a 

Nida ee : 
SMe err + 


But, you may ask, how intense has been the interest 
in and readership of Fortune? What is the evidence of 
Fortune’s public influence? 


* 


Each month more than 500 leading newspapers 
quoted, reported, or wrote editorials about some article 
or feature in ForTune. 

Columnists and radio commentators such as Walter 
Lippmann, Dorothy Thompson, Raymond Gram 
Swing, Gabriel Heatter, H. V. Kaltenborn, Paul Mallon, 
Jay Franklin, and others, frequently quoted Fortune 
articles and surveys at length, as texts for their discus- 
sions. Cabinet members, speakers on the floor of the 
Senate, and many other public figures did the same. 


* 


On February and March issues and all issues from 
July to the end of the year, surveys were conducted 
asking subscribers which articles they read in the cur- 
rent issue, and how thoroughly. Returns on November 
and December are not complete as this is being written, 
but here is a digest of the figures available to date: 

In February each of the 12 articles was read com- 
pletely or in part by 70.59% of those who replied 
to the questionnaire. 

In March, with 12 articles, 67.7%. 

In July, the New York issue with 21 articles, 
In August, with 11 articles, 63.8%. 

In September, with 11 articles, 67.6%. 

In October, with 11 articles, 71.7%. 


~ * * 


HIS is not, of course, intended to be a complete 
report on Fortune advertising values of 1939. 
It merely underlines the soundness of your 
judgment in placing advertising in Forrune’s pages. 
ForTUNE was designed, priced, and successfully ini- 
tiated as a magazine to reach and interest the active, 
managing heads of business, and survey after survey 
conclusively proves that here is the important-men-in- 
industry market. Fortune now, more than ever before, 
is the precise medium for carrying the messages of 
“management advertising to management.” 


Respectfully sabmelled 
ty the Management of 


ri 
wm Clune 


every desture Glamourous 
| wilh Revlon Vail Enamel 


Revion will use its first color copy in 

1940 for continued promotion of its nail 

enamel as a vital accessory for the fash- 
ionable woman. 


| 
P&G Plans Largest 


Ivory Soap Contest 

Procter & Gamble Company, 
Cincinnati, will launch the largest 
contest it has ever staged for Ivory 
soap on Jan. 21. Eighteen national 
magazines, several Sunday news- 
papers, four network programs and 
a number of local radio shows will 
promote the contest. 

For each of six straight weeks, 
ten first prizes of new Buick sedans 
with 1,000 gallons of Texaco gaso- 
line and a $50 credit ticket for ac- 
cessories or service will be awarded. 
One hundred second prizes of $10 
cash will also be given weekly. 
Compton Advertising, New York, is 
the agency. 


Enters Publishing Field 

Louis T. Garfield, formerly with 
Clipshave, Inc., Port Chester, N. Y., 
and Berger Manufacturing Com- 
pany, Canton, Ohio, has been ap- 
pointed Eastern manager of Guild- 
hall Publications, New York, pub- 
lisher of three Latin-American ex- 
port publications. 


Jennings to Agency 

Duncan Jennings has joined Lo- 
gan & Rouse Advertising Agency, 
Los Angeles, coming from Station 
KTAR, Phoenix, Ariz., where he 
was in the sales organization. 


——_ 
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Make Room for New Advertisers 


We have been noting of late ajthe store, 
great many more individual adver-| farm. 
tising accounts in the newspapers, The new spirit of optimism which 
magazines, business papers and on|is in evidence sets the stage for the 
the air. Perhaps we are mistaken,| manufacturer who believes he has | 
but it is our impression that inactive|a fine product but has lacked the | 
accounts are resuming promotional} confidence to promote it. Now he 
efforts and that many new adver-|can see daylight ahead, and is seek- 
tisers are breaking the ice for the|ing ways and means of getting 
first time. And, while most of these | part of the spotlight which has been 
accounts are using small space and|turned on the limited number of 
modest radio schedules, they are as- 
suming importance because of the|the merchandising scene in recent 
trend which their programs indi-| years. 
cate. It is a healthy thing for our na- 

This is an ideal time for new) tional economy, and a particularly 
advertisers to get started. Business| healthy thing for advertising, to 
is on the up-grade, increased vol-|have this tremendously important 
ume of sales is available, and mer-| promotion tool used widely rather 
chants and consumers are interested | than become the exclusive property | 
in new ideas and new products.|of a few. 
The small advertiser with a new | erly 
approach to consumer 
desires can 
based on 


the factory and on the 


1 


as 


Big appropriations prop- 
used are needed to maintain 
needs reed bru positions of the large 

be sure of a hearing | tions, 

increased buying power 


corpora- 
but among these small new 
| adve rtisers are some who are going | 


and a reawakening of the tradi-|to grow strong enough to challe nge | -FeBU HEALTH SOAP - (6 Coe? Cee Gas A ery 


tional American spirit that seeks| the most successful of their 
to improve conditions in the home, | competitors. 


Railway Freight Advertising 


George A. Kelly, vice-president | freight traffic of the railroads is | 
in charge of advertising of the Pull-| that they have improved their han- 
man Company, reviewed the aston-/dling of freight shipments as much 
ishing successes scored in recent|or more than they have improved 
years by the railroads, in building | passenger facilities. Yet while they 
up passenger revenues through bet-| have been bringing the latter to the 
ter design and showmanship in dra-| attention of the public, they have | 
matizing and advertising stream-j|pretty successfully concealed 
lined trains, in his recent address | great strides they have made in in- 


larger 


before the Chicago Federated Ad-| creasing convenience and speed in Y 


vertising Club. the 
With this striking pattern of suc- | shipments. 
cess before them, one is inclined to 


Years ago, when the railroads 


wonder whether the railroads have | handled practically all of the freight | full of meaning, 
forgotten the possibilities of equally | traffic of the country, and competed | the 


good showmanship and salesman-|only with themselves, they might 
ship in bringing the advantages of | have been justified in assuming that 
railway freight service to the atten- | advertising would not increase the 
tion of business and the public. total tonnage moved by the rail- 
While potential passenger traffic|roads as a whole. Today 
revenues run to more than a billion|trucks are cutting a big hole in 
dollars a year, they are only a small | freight revenues, and inland water 
fraction of the freight business done transportation is likewise getting to 
by the carriers. be a more important factor. Hence 
There has been a lingering feel- | good freight advertising would not 
ing on the part of the railroads, it | | only increase the individual car- 
seems to us, that selling passenger r| rier’ s share of the available railway 
service indirectly boosts freight | traffic, but also return to the rails 
business, since the business man/some of the business lost to their 
who favors a particular line for his| more aggressive competitors. 
personal transportation may assume Incidentally, it seems to us that 
that it has similar advantages in| men qualified to play a leading part 
handling his freight shipments. in merchandising railway transpor- 
This is little more than a theory,|tation service, both passenger and 
however, and there is no reason to| freight, through advertising, should 
that good freight service well be chosen because of outstand- 


believe 


through advertising. |high position among the chief exec- 
The interesting thing about the|utives of the railroads. 


} 
| 


big advertisers who have dominated | 


| 


| 


E 


| 


| pened to good old B. O. 
a jittery kitten, and no doubt a mil-| 
And lending | 
|new life to an old standby in great | 
Perhaps a few were skeptical | 


jof the 


THEN ADD A PINCH OF SALT 


“It says, 


Collier's 


‘Now turn valve three, let water come to a boil and add one-half ton 


of coal.’ " 


Ad-li 


Science Gets Nervous 

Well, well, if one of our old pals 
isn’t suffering from a _ nervous 
breakdown! Just see what’s hap- 


Stience now tells you what causes 


tinbekga Soecbdpd amnion Vous 
“ «i ~ 
«? att 


M : Y 


Ae XK ~ 

— 11S PROTECTION LASTS AND Lasts 
Nervous as 
‘lion times as potent. 


style. 


need for protecting them- 


|selves against ordinary B. O., but, 
as the copy says, no one is free from 


handling and delivery of freight | fee) it. But 


| 


|}sentences from the 
| 


| know.” 


the workings of his nerves. For 
example: 


“This perspiration (nervous pers- 


the | | piration available through 2,000,000 


‘busy sweat glands’) has nothing to 
|do with heat or exercise or season. 
ou may not see it. You may not 
it comes any time to 
j}anybody from many causes.” 

And we like the innate delicacy, 
that characterizes 
prescription for those who 
haven't time for a real bath: “Time 
short? Take a Lifebuoy ‘quickie’— 
hands, feet, under arms—you 
You do know, don’t you? 


motor | Straight Talking 


We've been having a_ helluva 
swell time reading the 
pages of a catalog sent to us by a 


worthy scout a couple of days ago, 


and we wish he had sent us the rest | 


of it. This catalog is a selling piece 
for the Boonton Molding Company, 
Boonton, N. J., and as far as we 
know, from looking at the first two 
pages, it hasn’t an illustration in 
it, and it isn’t particularly good 
looking. But does it read con- 
vincingly! Listen to these opening 
“foreword”: 
“Several years ago we decided 
that every good manufacturing con- 
cern should have a catalog. Since 


; | we wanted to be a good manufac- 
could not be successfully promoted|ing talent which should justify a/| ° 


turing concern we went to work on 
ihe problem. We considered the 
advisability of issuing something of 


first two} 


bbing 


beauty containing pictures 
plant and cuts of some of our too 
few standard products, such as prize 
cup bases, fountain pen funnels and 
tapers of phenolic and acetate, slip 
cover boxes of various sizes for 
fitted traveling cases. 

“We immediately ran into trouble 
because we long ago adopted the 
policy that our success in business 
| depended on our becoming essenti- 
a manufacturers’ manufacturers. 
| We did not have enough standard 
| products to allow for more than a 
leaflet and pictures of the plant 
would be obsolete before they were 
printed. We are always changing 
our layout, discarding old machin- 
ery, buying new, rearranging what 
we have. It is probably an un- 
classified mental derangement, but 
we can't help it. Besides that, our 
prospects and clients would at the 
best spend an hour on the pamphlet 
and tuck it away. 

“Since we specialize as consult- 
ants we wanted something of value, 
hence the idea of a concentrated 
handbook of our trade... ” 

And then, on Page 2, is a page of 
type headed, “Advertisement, prais- 
ing the Boonton Molding Com- 


| 
| 
| 
| 


pany.” Here are a few choice 
morsels: 
| “Our sales campaign is based 


more on development and applica- 
tion of new ideas than routine quot- 
ing with all the rest of the molders. 
Suggesting ways of saving money 
by the introduction of plastics per- 
mits us to operate at a profit and 
saves our clients money too. 

“At this point we admit that we 
are peculiar and touchy. We in- 
sist on a fair profit. We will not 
work for labor, material and over- 
head. 

“Our shop is neat and clean even 
when visitors are not expected, we 
find it saves money in good work- 
manship to keep it so.” 

“We own our buildings and the 
land they stand on. 
for three more of the same size 
should we get ambitious, wealthy 
and over industrious, all of which 
may God forbid.” 

“We are well aware the basis of 
good advertising is brevity but we 
have always longed for the chance 
to spread ourselves in what is ad- 
mittedly pride in accomplishment— 
and besides we don’t expect anyone 
to bother to read this anyway so 
that we are really having trouble 
holding down to this small space.” 


| 


All of which still sounds like 
mighty effective selling to us. 
Jotting 


Helpful hint: 


which can be imprinted by private 
companies for use in mailings to 
customers or prospects who may 
want to remit in that way. 


We have room | 


the post office is | 
glad to supply money order blanks | 


a 


Information 
for 


Advertisers 


| 
| The following documents may be 
secured without charge from com- 
panies sponsoring them, or throug 
ADVERTISING AGE, by any nationa) 
advertiser or advertising agency 
| executive writing on his busines: 
letterhead. 


No. i584. How Big Business Buy 
Its Passenger Transportation. 

This study, issued by The Traffic 
World, shows the manner in which 
traffic departments of industrial 
and commercial concerns buy pas- 
senger transportation for compan, 
departments and employes. Th: 
scope of the influence held by traf- 
fic departments in the selection of 
routes and carriers, as shown in 
the survey, indicates the importance 
of this market for passenger ser\- 
ices. 


No. 1585. MIBS Market Data. 


Missouri - Illinois Broadcasting 
System has issued this folder, which 
tabulates population and _ retail 
sales for its primary and secondary 
listening audience. A map shows 
the coverage of the area served by 
member stations, KWK, St. Louis; 
KWOS, Jefferson City; WTAX, 
| Springfield and WSOY, Decatur. 


of the} 


|No. 1586. Liquor Route List. 

Hard liquor is sold legally in 51 
of Florida’s 67 counties, while bee: 
and wine are legal in all counties, 
according to this booklet issued by 
the Florida Select List. In route 
list form, the booklet lists licensed 
liquor dealers in all wet counties of 
the state. 


No. 1587. Standard Market Data 
for Honolulu. 
The Honolulu Star-Bulletin has 


issued this market study which de- 
scribes the population, standard of 
living, industries and other factors 
concerning Honolulu and the trad- 
ing area comprising the entire 
group of islands. 


No. 1581. Life with a Refrigerator. 


This is Reader-Editor Report No. 
28, a continuation of a series on 
household equipment issued by 
Woman’s Home Companion. The 
report compiles information on the 
refrigerators of the Companion’s 
reader - editors (the reader - group 
which functions in an advisory 
capacity), and shows how the re- 
frigerators are used and cared for 
and how they affect buying habits. 


No. 1583. Providence Market Data. 


The Providence Journal-Bulletin 
has issued this data book on Rhode 
Island and the Providence market 
dealing with people, homes, income, 
manufacturing, etc. There is a 
breakdown of newspaper coverage, 
and a reader survey with graphs 
showing reader interest, page by 
page, for specified issues of the 
Sunday Journal and evening Bul- 
letin. 


No. 1578. Sioux Falls, a $50,000,- 
000 Market. 
The Sioux Falls Argus-Leader 
jas issued this brochure-full of 
facts and figures, with maps and 
illustrations, on Sioux Falls and it 
trading area. It covers population 
income and sales, tabulates th: 
value of manufactured products and 
farm crops and gives details on th: 
editorial features and circulation | 
the newspaper. 


No. 1579. The 
Market Book. 
An impressive job has been don 
by The American Home in ths 
market book which defines anc 
maps 94 metropolitan districts © 
the country and their retail shop- 


American Home 


|ping areas. Each district carries ® 
|tabulation of population, ret@! 
sales, buying power and homes, 


with a specially prepared map 
|\which correlates the data. The 
_ book is available without chars 
‘only to national advertisers and 


| their advertising agencies. 
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@ Multiply a generous shopper for a large family by 
2,500,000, and you have an extraordinary food mar- 
ket. Add 2,500,000 men buying clothes, tools, and 
supplies for a business of their own, and you get 
double opportunity for sales. Top it off with the 
world’s largest group of automotive units, shuttling 
families between farm and town, making the land 
productive, and delivering crops for cash — and you 
have the unique advertising opportunity which is 


all . 
Farm Journal and Farmer’s Wife. 3 
! wt 
| Farm Journal delivers the advertiser’s message | 
=f with unparalleled impact and effectiveness. Not only 


does this magazine reach a record number of rural 
families in record time, it receives an enthusiastic 
welcome from men, women and young people. It 
brings to each of them a current, newsy, editorial 
bill of fare—timely, condensed, useful. 


Small wonder that Farm Journal readers write a 
quarter of a million letters to their magazine each 
year. Small wonder, too, that advertisers habitually 
find Farm Journal first in response to advertising. 


Graham Patterson, Publisher 
Washington Square, Phila. 


THE LARGEST RURAL MAGAZINE IN HISTORY 
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Heed Consumer 
Opinion, Arrow 
Ad Chief Advises 


Tells How Collar Field 
First Bucked, Then Met 
Buyers’ Wants 


New York, Jan. 10.—An admoni- 
tion to advertising and sales execu- 
tives to take cognizance of the con- 
sumer move- 
ment in relation 
to their own 
business, and a 
recital of the ex- 
periences of Clu- 
ett, Peabody & 
Co., Inc., in first 
ignoring and la- 
ter heeding con- 
sumer opinion, 
was offered here 
today before the 
Sales Executives 
Club of New 
York by A. O. 
Buckingham, vice - president in 
charge of advertising. 

Mr. Buckingham attributed the 
acceleration of the movement in 
recent years to the agitation of pro- 
fessional organizers, government of- 
ficials and sincere groups working 
for the public’s benefit. Much of 
the anti-advertising sentiment pres- 
ent in the movement, however, he 
blamed on advertisers themselves. 
“Advertisers,” he said, “have not 
taken the time to explain their 
function to the very people they 
are trying to sell.” 

He traced the history of collar 
merchandising from the 18th cen- 
tury, observing that the industry 
was once one of the most localized 
in existence, with 35 collar manu- 
facturers located in New York. For 
the first two decades of the 20th 
century, he said, Arrow promotion 
and its “Arrow Collar Man,” 
an idealized figure who received as 
much fan mail as movie stars do 
today, was a national as well as an 
advertising phenomenon, 


The Doughboys Rebel 


A. O. Buckingham 


Arrow ran into its first consumer 
problem shortly after the World 
War, when men returning from the 
trenches demanded more informal- 
ity in dress. At first, taking little 
heed of this trend, Cluett, Peabody 
continued to put increased budgets 
behind promotion of the stiff collar, 
with almost disastrous results. Fi- 
nally it was decided to find out 
what the purchaser wanted. 

As a result of a few questions and 
answers, the idealized Arrow collar 
figure was stripped of some of his 
formality and put into more human 
situations. It was also learned that 
numerous pins in shirts angered 
men, and the number in Arrow 
garments was reduced to three. 
Shrinkage, an accepted but annoy- 


4 e r— 
Uy 
yy, 


Photostat cameras are highly 
machines, but 1 
moder the lens 


specialized and costly 

tlas is equipped to put any rust ob 

within 3 minutes after it comes in 

Exposure levelopment and fixing are never slighted 

to hurry the work Atlas complete equipment in all 
studios turns out true quality without hasty mi 

s and without delay. Next job—phone WHItehall 


ATLAS Photo-STATS 
ATLAS PHOTOCOPY CO., 520 N. Michigan, Chicag 


ing evil in the shirt field, resulted 
in research and the introduction of 
the Sanforizing process. Buttons 


| which were 40 per cent more secure 


and the elimination of loose bits of 
threads were other products of Ar- 
row’s early acquaintance with the 
“consumer movement.” 

While many of these things may 
seem trifles, Mr. Buckingham said, 
neglect of them may cause the ad- 
vertiser to suffer at the hands of 
the consumer. 


“Pathfinder” in Detroit 
Pathfinder, Washington, D. C., has 


‘opened a Detroit office at 6432 Cass 


avenue. In charge is Ray C. Black- 
well, formerly Detroit manager for 
Country Home. 


THE SPOKESMAN-REVIE\ 


1939 payroll at Grand Coulee dam (pictured above) is given 
ernment engineers as $9,818,431.57. 


Mennen Steps Up 
Budget, Continues 
Cartoon Style Copy 


Newark, N. J., Jan. 10.—A _ pro- 
motional budget increase on all 
fronts, with an 82 per cent gain 
planned in magazine space devoted 
to its men’s line and 23 per cent 
for its baby product division, was 
made known this week by Mennen 
Company, which jubilantly recorded 
an all-time high in sales for 1939. 

In addition to heightened activity 
in established lines, spokesmen for 
the company indicated that 1940 
would see the first large scale con- 
sumer advertising of Quinsana, the 


athlete’s foot remedy Mennen 
launched last year. Although the 
product was presented for the first 
time in mid-summer, aided only by 
medical promotion, it is said to 
have won acceptance with both 
trade and public. Copy details are 
now being developed. 


Magazine List Expanded 


The budget increase on Mennen’s 
shave products will be reflected in 
the addition of several national 
magazines to the schedule previ- 
ously used. The list now includes: 
Collier’s, Liberty, Life, The Satur- 
day Evening Post and Time. Later 
in the year newspapers in about 50 
cities will be employed. Cartoon 


style copy, which has been a fa- 


miliar feature of Mennen layouts 
during the past two years, wil] 
again be used. 

Copy approach to the baby prod- 
uct line will also repeat last year’s 
technique, when heads of babies 
were prominent, though this time 
the application of color to the in- 
fants’ cheeks is an innovation. The 
expanded list now includes: Amer- 
ican Home, Baby Talk, Baby’s Own 
Story, Capper’s Farmer, Congratu- 
lations, Country Gentleman, Hol- 
land’s, Macfadden Women’s Group 
and Parents’. Mennen also an- 
nounced its intention of increasing 
that portion of the budget devoted 
to radio advertising. 

H. M. Kiesewetter Advertising 
Agency, New York, handles the ac- 
count. 


by gov- 
Gain over 1938, 42.67. 


MORNING 


SUNDAY 


years of statehood. 


INTRODUCE A NEW 
“MISS SPOKANE” 


For many years the Spokane Area has been 
identified with the figure of a charming young 
woman in Indian garb. The first, and up to 
1939, the only Miss Spokane was Miss Margaret 
Motie, who has married and whose scepter 
was graciously passed on to a new Miss Spo- 
kane at impressive ceremonies last autumn 


when Spokane celebrated Washington’s 50 


Today Miss Catherine 


Betts, whose picture is presented herewith, 


typifies the beauty and modernity of Spokane. 


The Spokane area is one of the nation’s 
greatest mineral producers—1939 min- 
ing dividends 9.8°, ahead of 1938. AI 
left, zinc plant, Kellogg, Idaho. 


Spokane bank deposits, October call, 
were $86,958,551 in 1939—Gain over 
1938, 26.1°). Below, scene in a Spokane 
bank. 
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SPOKANE, 


COMBINED DAILY CIRCULATION 


Advertising Representatives — JOHN B. WOODWARD, Inc. — New York — Chicago — Detroit —Los Angeles — San Francisco 
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] HY |reached a stage in its merchandis- | Good Housekeeping, Ladies’ Home , 
Specialty Selling | ing dredapeent where specialty | Journal, McCall's, Parents’ and Elected Secretary TONGUE TWISTERS 
: 'selling such as provided by the|True Story are on the schedule. of Sales Executives Be 
Put in Back of | Chicopee organization is necessary. Both products will be seen in most Carroll B. Merritt, general man- 
& B b Li |The two items, he said, have now] advertisements, with Chix receiving | ager, Charles Scribner’s Sons, has 
J J a y ines |been given a “family” resemblance.|top billing, except in Parents’, been elected secretary of the Sales 


|Chix. once known as Chixdown,} where Chux will be featured —— oe eee See ired 
has had its name shortened to fit|sometimes to the exclusion of its| ,,. —— pels yg 
: , |term of Charles T. Lipscomb, Jr., 
its running mate, and packages of| companion product. Ferry-Hanly 


‘ who recently resigned from Vick 
both have been redesigned to con-| Company is the agency. Chemical Company to join Coca- 
form with each other. 


Cola Company, Atlanta, Ga. 


New York, Jan. 10.—A new sell- 
ing arrangement for Johnson & 
Johnson’s Chux, whereby the dis- 
posable diapers will be handled by 
Chicopee Sales Corporation, J & J 


| . 
subsidiary, and promotion will be Drive Starts in March Heister Succeeds ‘ alee as wna 
combined with Chicopee’s own ; _ | Chadwick on “News —— 
Chix, a gauze product, were re-| The new specialty diaper line) Hubbard W. Chadwick has re- Y —_ . 
vealed this week by I. W. Hoff,| will be launched with what is said | signed as retail advertising manager, _ Dan Doody has resigned from the 
Chicopee advertising manager. to be the heaviest national adver- | 0f the Chicago Daily News and plans | Chicago sales staff of Gilman, Nicoll 
Mr. Hoff, who was formerly ad-| tising ever used to promote diapers. to enter the agency field. & Ruthman, newspaper representa- 


is , . : . : Edwin T. Heister has been ap- tive. Mr. Doody joined the organ- 
vertising director of J & J’s baby| Single and double column insertions | pointed retail advertising manager | ization in March, 1937, and was De- 


product line, said that the new| will appear in women’s magazines, | of the News. He has been with the|troit manager for 13 months. He 
policy was adopted because Chux| starting with the March issues.| Chicago Herald-American. has made no plans for the future. 


=— —_ —— 


Sounding almost like Siamese twins, Chix 
and Chux baby products will receive 
specialized promotion. 


Federal Officials, 
Drug Men Agree 
on Carton Formula 


New York, Jan. 10.—The recent 
controversy over oversize contain- 
ers, during which the Food and 
Drug Administration seized numer- 
ous toiletry products on the grounds 
that the packages were misleading, 
has been settled by the Packaging 
Institute and the FDA through the 
establishment of a definite formula 
for determining carton sizes for 
tubes. 

In a letter to William M. Bristol, 
Jr., vice-president in charge of pro- 
duction of Bristol-Myers Company, 
W. G. Campbell, FDA chief, de- 
clared that the formula which pro- 
vides for the diagonal insertion of 
tubes “meets the spirit of the food, 
drug and cosmetic act.”’ Mr. Bristol 
is president of the Institute and 
headed the committee which repre- 
sented toothpaste manufacturers in 
negotiations with FDA. 

Mr. Bristol’s committee, which 
also included K. T. Krantz, Colgate- 
Palmolive-Peet Company; Joel Y. 
Lund, Lambert Pharmacal Com- 
pany, and H. F. Woulfe, Pepsodent 
Company, convinced FDA officials 
of the practical aspects of the prob- 
lem and gained their agreement to 
differentiate between tubes of five- 
eighths of an inch diameter or less 
and those of larger proportions. 

Testimony from machinery manu- 
facturers was presented to point 
out the problems involved in vari- 
ations of cartons. The Institute in- 
cludes machinery makers, produc- 
tion men and suppliers in its mem- 


while her Indian costume suggests the tradi- 
tions of a city which was a crude trading post 
in 1872. 

The new Miss Spokane begins her reign 
under auspicious conditions. In a score of 
lines Spokane is going ahead at a rapid clip. 
Pictured herewith are some of the new records 
which have been chalked up in 1939—Basic 


conditions responsible for these records are 


. . . , r Figures for first 41 weeks of 1939 showed lumber output 17.47 saint 
continuing into the New Y ear, good reason to ahead of the same period in 1938. Above Potlatch Forests logging bership. 
operations. —_—__— 
spot the Spokane market in 1940. Jameson Adds Marks 
Lionel Marks, who recently re- 
8 1939 was a big year in building in Spo- ‘ Motor truck salesmen signed as assistant advertising man- 
i kane. Total value permits Ist 10 months, ecm tncome chalked up new records in the ager of Oldetyme Distillers, Inc., 
’ $3,699, 256—an up of 13.6°,—New Cen- the first 9 Spokane area in 1939—Sales New York, has been appointed ad- 
fennial mill at right } { first 10 months were 13.2% us ’ or 
: cane tent thee ahead of 1939. vertising manager of William Jame- 


same months 
in 1938 by 
93>. Right, 
combine har- 
vester near 
Waterville, 
Wash 


son & Co., New York. 


With as many automobiles as San Fran- 
cisco, the Spokane area bought 30.9; 
more cars in 1939 than in the previous 
year. 1940 Model below. 


Spokane de- 
partment 
store sales Oc- 
tober 1939 
were & over 
1938 — first 10 
months 4° 

ahead. Right, 
in a Riverside 
Avenue store. 


Spokane Onily Chronicle 
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DISPLAY IDEAS 


WASHINGTON 7 | DISPLAY HEADQUARTERS 
116,000....AN ALL TIME HIGH! CRYSTAL MFG. Co. 


Color Representatives — Sunday Spokesman-Review Magazine and Comic Sections — Newspaper Groups, Inc. CHICAGO + NEW YORK 
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Llbegins new, Living 


ithis month in the | 


AMERICA LIVES’ | 


O YOU know people like these —in any of 
these places? Maybe you will know the very ones 
selected to share their experiences, their questions and 
the Journal’s LIVING ANSWERS in this great new 
story of America, “How America Lives.” 


Beginning with the February issue, the 
Journal is making friends with “people next door’”’ all 
over America for its own millions of readers. For the 
first time in history, the departments of a magazine 
will be edited from INSIDE real American homes. 
One home each month. Some of them are still 
statistical dots. Others have already consented to be 
part of this giant project. 


The new kind of editorship created by the 
Journal and introduced this month makes possible an 
extension of the real spirit of American neighborliness 
straight across the country. The “May-I-borrow-a-cup- 
of-sugar-and-I’ll-send-you-part-of-my-special-s ponge- 
cake”’ spirit of your own community. The spirit that 
every one hopes will insure the future of American 
life, of American business, of democracy .. . and that 
every one is anxious to extend, as never before, to 


a greater majority of his 130,000,000 American 
neighbors. 


LivinG ANSWER editing means that 
Journal editors are now speeding bag and baggage 
with photographers, cameras and equipment to one of 
these American homes each month, sharing its experi- 
ences, discovering the every-day problems of beauty, 
food, fashion, building, decoration that each typical 
family has in common with millions of its all-American 
neighbors . . . helping to solve them on the spot, meet- 
ing all the practical restrictions of every-day life as a 
magazine has never been able to do before . . . pub- 


lishing the results in continuous pages in each issue of 
the Journal. 


Paces that make this the most significant 
development of many decades in inspiring, practical 
and satisfying editorship! For together these stories 
of American families will form a Continued Story of 
America the like of which has never been seen before. 
A story full of human interest — the Romance women 
love, with the Realism they demand, the LIVING 
ANSWERS to the question being asked in millions of 
American homes. A closer relationship between 
readers and magazine than ever before possible. It is 
natural that that magazine should be currently one of 
America’s fastest growing publications. 


Ladies’ Home 


JOURNAL 


THE MAGAZINE WOMEN BELIEVE IN 
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Voice of the Advertiser 


This department is a reader's forum. 
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Looks Like the Dove 
Is Double-Crossed 


To the Editor: This picture, 
which appeared a few days ago in 
the Huntington Herald-Advertiser, 
is self-explanatory. 

R. C. TAYLOR, 
Smoot Advertising Company, 
Huntington, W. Va. 


. a 


Lashes Out Against 
AMA Copy Criticism 

To the Editor: Your perennial 
reports of the pot calling the kettle 
black have brought me to the point 
where I must become a conscien- 
tious objector. 

Why the advertising business 
must meekly submit to abusive 
broadsides from the American Med- 
ical Association is more than I can 
understand. After all, are the skirts 
of the medical business so clean 
that those gentlemen can assume a 
holier than thou attitude? Note, 
I said medical business, and I mean 
exactly that. Where can one find 
a more entrenched monopoly? At 
least advertising men maintain their 
own plants. Have you ever con- 
sidered that the majority of Ameri- 
can hospitals, the factories of the 
medical profession, are supported 
by the public? 

Let’s have a national advertising 
committee to sit as a court of jus- 
tice over the medical profession. 
No town, however small, is exempt 
from medical quacks. What does 
the A.M.A. do about that? Virtu- 
ally nothing. True, an advertising 
man may be guilty of exaggeration 
brought on by enthusiasm, but what 
about the deaths brought on by 
wrong diagnosis? 

Competitive conditions force ad- 
vertising men to recognize quickly 
and rectify errors in advertising 
judgment. How many medical men 
will even admit the mistakes of fel- 
low practitioners? 

Why not take a leaf from war- 
torn Europe’s scrapbook? Fight 
espionage with counter-espionage. 
Let’s force the A.M.A. to clean its 
own yard before it looks over our 
back fence. After all, the errors 
chalked up in the medical boys’ box 
score doesn’t put them in a position 
to look down their noses at the ad- 
vertising infield. 

W. H. Harper, 
Sales Manager, Mail-O- 
Graph Division, Star-Courier 
Company, Kewanee, III. 
v v v 


Even Here Sex 
Rears Its Ugly Head 


To the Editor: Look what's hap- 
pened to the oil stove! And to oil 
stove advertising—sex appeal! 

A few years ago Perfection oil 
stoves had Queen Anne legs. Quite 
different are these silk clad legs, 
used to feature the economy of the 
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Pee be®adaes 


Fragrant Words 


Letters are welcome. 


BUT THE ULTIMATE IDEA IS THE SAME 


A en 


To the Editor: Origin’s to your 
dear Copy Cub in appreciation of 
my 520 joyful readings of your bet- 
ter-than-good columns. And here’s 
hoping you and I are here for 520 
more. 

No other publication starts the 
reader off with such a refreshing 
mental cocktail and makes him 
thirsty for the next issue. 

E. B. OVERSHINER, 
Origin’s, Inc., Chicago. 

[Editor’s Note: “Origin” is one of 
several varieties of “solid leaves of 
perfume,” produced by this com- 
pany. Accompanying Mr. Over- 
shriner’s letter were three other 
sachets—tea rose, carnation and 
jasmine. ] 


vgy¥e iy? 
Ellmaker’s Purchase 
of “Pictorial Review” 
To the Editor: In the Jan. 8 


issue of ADVERTISING AGE, in the 
“Decade of Advertising Achieve- 


LEG "STYLE" VARIES 


Swe enough with a 


PERFECTION 
OIL RANGE 


SILK HOSE Every Month 


oil range. As to performance—we 
could say a lot for that too, but 


some of it is illustrated in another | 


of our current ads. 
NORMAN E. O ps, 
Advertising Manager, Perfec- 
tion Stove Company, Cleve- 
land. 


@ That's approximately how much 
you can save with a‘‘High-Power’’ 
Perfection as compared with piped 
or wired fuels. Come in and see 
the beautiful new models, in 
gleaming white porcelain enamel. 
Learn how easy it is to own one. 


ment” feature, under the date of 
1932, you say, “Lee Ellmaker pur- 
chased Pictorial Review, the fifth 
largest women’s magazine, from 
Macfadden Publications.” 


Macfadden Publications never 


owned Pictorial Review, or had 
anything to do with it. 
O. J. ELpEr, 
Advertising Director, Mac- 
fadden Publications, New 
York. 

[Editor’s Note: The error in our 
story grew out of the fact that Mr. 
Ellmaker was connected with Mac- 
fadden at the time of the purchase. 
However, he bought the magazine 
as an individual and immediately 
severed his connections with Mac- 
fadden to devote his entire time to 
Pictorial Review.] 

_ ... 


Fellow Punsters 


To the Editor: Ideas come to 
admen at very unusual hours. 

Here’s one that’s poppin’ in my 
head now at exactly 12:57 a. m. 
(please revise date-line). It con- 
cerns your Copy Cub column 
which I enjoy very much. In the 
January Ist issue, about the middle 
of the column, there is an unques- 
tionably clear case of a pun con- 
cerning a certain “Vera Vague.” 
Reading it brought to mind the pop- 
ular cliche “The pun is the lowest 
form of wit.” Now my contention 
is that research may reveal that 
the pun is not so lowly as many 
people think. 

In the French language, for ex- 
ample, a pun is a “bon mot,” liter- 
ally translated as a “good word.” 


Incidentally, French puns (not 
croissants) are looked upon with 
favor and are enjoyed whole-heart- 
edly. 

At least, there’s one fellow on 
my side—your competent Copy 
Cus. 

MILT FEINBERG, 
Feinberg Advertising Agency, 
Los Angeles. 


~~ VV 


Slogan Wanted 

To the Editor: What are we go- 
ing to do about a slogan for 1940” 
For the decade, I’m using “Fortu- 
nate Forties,” since I’ve a boy who’ 
going to go into action soon. 

But about 1940. “Nineteen-forty 
may be warty!” Some truth, but 
not much poetry. “Let’s be snort, 
in nineteen-forty” isn’t so hot. Of 
course, if I were a typical New 
Yorker, I could say: “Don’t be 
haughty in nineteen-forty,” but 
America wouldn’t get it. 

It wasn’t so hard a decade ago: 
“Nineteen-thoity done me doity!’’ 
“Hoity-toity for nineteen-thoity!’ 
Or, out in the sticks, where I was 
brought up: “Nineteen-thirty, you 
ain’t purty.” 

But nineteen-forty is something 
else again. Can’t we have a slogan 
contest? 

G. L. PrRIcE, 
Mertens & Price, Inc., 
Los Angeles. 


Better control of advertising Expenditure? 


Then try this better control 
of market coverage 


When your “ad” is plated, that’s only half 
the battle. The other half and the victory come 
from getting your advertising story into the 
hands of the right readers. Publishers as a 
whole do aim to give you this right readership 
through selection and coverage of given markets. 


Nonetheless, it is only fair to point out the 
difficulties confronting orthodox methods of 
coverage. It is difficult to control circulation 
when that control depends on the ability or 
inability of a salesman to get in, see and sell 
busy executives . . . the men who in the last 
analysis exert final buying authority. And pre- 
cisely there the salesman of anything at all 
experiences his greatest difficulty. A busy, im- 
portant executive is short on time, hard to see 


and sell. 

And it may well be asked: what kind of 
coverage does this method of circulation bring? 
The “kind of coverage” is so uncertain that a 


number of leading business paper publishers 
decided to break away from it entirely. They 


Bakers Review 

Bankers Menthly 

Better Roads 

Combustion 

Compressed Air Magazine 
Contractors and Engineers Monthly 
Diesel Progress 

Drug Topics 

Dun’s Review Meat 
Electric Light & Power 
Electrical Dealer 
Electrical Manufacturing 
Excavating Engineer 
Fleet Owner 


Golfdom 


Graphic Arts Menthly and 
The Printing Industry 


Industrial Equipment News 
Industrial Power 


Jobber Topics 


Machine Design 


Meat Merchandising 
Medical Economics 


reasoned that in any case editorial value alone 
determines whether a book is read. Put a 
highly interesting and vital message into any 
man’s hands and he will read, although he may 
not subscribe. 


They determined upon methods which would 
insure 100% selectivity and coverage of a given 
market . . . controlled circulation which is as 
far in advance of orthodox methods as con- 
trolled editorial is ahead of “hit or miss” 
editing. 


From the very start, controlled circulations 
were a huge success from the standpoint of both 
market coverage and advertising effectiveness. 


.You unquestionably are familiar with some of 


the publications listed below, all audited by the 
fair and impartial Controlled Circulation Audit. 
But do you know the results from the advertis- 
ing that crowds their pages? Do you know the 
story of the advertisers who have steadily and 
consistently used those pages? We suggest that 
you let the representative of the C.C.A. maga- 
zine in your field tell you that story. 


THIS ADVERTISEMENT IS SPONSORED AND PAID FOR BY THESE LEADING C. C. A. PUBLICATIONS 


Mill & Factory 


Modern Machine Shop 


Hitchcock’s Machine Tool Blue Book 


New Equipment Digest 


Hospital Topics & Buyer 


Petroleum Marketer 
Pit and Quarry Handbook 
Premium Practice 


Progressive Grocer 


Liquor Store & Dispenser 


Roads and Streets 
Rug Profits 
Soda Fountain 


Super Service Station 


Tires 
Western City 
What's New in Home Econom 


Wood Products 


CONTROLLED CIRCULATION PUBLICATIONS 
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Liquor Copy Starts 
New Interstate 
Barrier Squabble 


New Jersey Refuses 
to Support New York 
Commission's Stand 


Newark, Jan. 9.—Another aspect 
of the perplexing problem of inter- 
state trade barriers was raised here 
last week when the New York State 
Liquor Authority failed in its ef- 
fort to stop a New Jersey liquor 
dealer from advertising in a New 


York newspaper. 

The New York body sought the 
assistance of Frederick Burnett, 
New Jersey’s Alcoholic Beverage 
Control commissioner. It was 
pointed out that the Jersey dealer 
had violated a New York law which 
prohibits those not licensed in New 
York to send into the state a news- 
paper or other publication contain- 
ing a liquor advertisement. 

In his letter of reply, Mr. Burnett 
asserted that he failed to see how 
the law had been violated since 
“the newspaper was there to start 
with.” He also protested “on prin- 
ciple” against “any laws or regula- 
tions which prevent or impair the 
right of a licensee to advertise in 
an out-of-state newspaper solely 
because he is not licensed to do 
business in the latter state.” 


‘ It Works Both Ways 


“Magazines which carry liquor 
advertisements cross state lines 
with impunity,” Mr. Burnett wrote. 
“So does the radio. So do news- 
papers, particularly in the metro- 
politan areas adjacent to New York 
and Philadelphia. Other commodi- 
ties are frequently advertised in 
both states in reference to stores in 
one of them. 

“What is wrong about advertising 
which offers goods for sale in New 
t Jersey to residents of New York 
‘ and such other places where the 
New York papers circulate? Why 
should its sanction depend on the 


EYE’ CATCHERS 


Eye* Catcher Photo 


Here’s Why the sis 
World’s Biggest Advertisers 


- oomumnaee 
state where the license was issued? ers in a darkened room while what remarks were movie shots drama- 
if right for one, why not for ues. Bulova Salesmen they saw was staged in another | tizing the varied types of Ameri- 


ildi s wh Bulova watches at 
Commissioner Burnett suggested part of the building. cans who use Bt 

that the problem be presented or Cet 1940 Plans The telecast was used in an ef-| Work and scenes in a typical home 

consideration by the Council of| Vi T ] 2 fort to dramatize Bulova’s record-| and jewelry store to show the con- 

State Governments. | 1a efevision breaking advertising expenditure | nection between Bulova’s national 

Lay aero Page) ie ae er, meee | Gu neon ace oe he 

e e . _ » ace | for radio time and space in maga- e spe 

Cuticura Drive Set | New York, Jan. 9. A new phase 


ines 7s 5 , 75| dealer. These latter episodes were 
of television’s versatility as a sales|7imes and newspapers. Over 175) Gea . P 


Potter Drug & Chemical Corpora- ang advertising tool was demon- radio stations will carry Bulova/| acted out in the studio. 
tion, Malden, Mass., will promote) ._ . ‘ _| time signals. | 
Cuticura in 1940 via 200 newspa- | ‘trated here today when sales rep-| 


pers, six magazines and spot radio. | Tesentatives of Bulova Watch Com- | Movie Shots Tell Story 


The product will be suggested for, Pany were presented with a tele-| Greeley Joins Hecker 
relief of skin blemishes. Atherton| vised version of the company’s 1940 During the presentation the cam- Joseph M. Greeley, formerly ad- 
& Currier, New York, is the agency.| merchandising program in place of|era shifted from close-ups of Mil-| vertising manager of Quaker Oats, 


the usual flesh and blood offering.| ton H. Biow, president of Bulova’s pe we oe has — 
i irs its | 2 invur , advertising manager o e cker 
Darrow Advanced The experiment, the first of its| agency, the Biow yen aged i. dicta af’ ted Paadinaie 

G. Potter Darrow, account execu- kind in the history of the new me-_ outlined the plans an acte as | Corporation, New York. He suc- 
tive of Ivey & Ellington, Philadel- | dium, took place in the National | commentator, to charts depicting | ceeds James C. Riggs, who has been 
phia agency, has been elected a Broadcasting Company’s _ studios, the company’s position in its field. |/named assistant general sales man- 
vice-president. iwith the men tuning in on receiv-! Also interspersed with Mr. Biow’s' ager. 


- ——- — — * ———3 


Put the other foot down 


I T’S strictly a matter of balance. If you want to WOW coverage maps, however, coincide almost exactly 
stand firmly in the Omaha market, plant one foot in the with the map of the Omaha market. Now, with 5,000 
cornfields of western Iowa and the other in the livestock watts day and night—on 590 kilocycles—-WOW will give 


and packing centers of Nebraska. you coverage that no other station can approach. 


Omaha is a large market—composed of parts of six states Don’t be caught off balance in this year’s advertising 


along the Missouri river. Coverage of one or two states, schedules. Buy WOW and stand firmly in the Omaha 


Use EYE* CATCHERS 


ver 100 new, usable ph dea 
30 days 
tures are spirited and lively 
tures national advertising’s best models 
ents unique and original situations to 
tize any selling story 
) every ) »b 
} ‘ } . le lahle + 
S photography is made ivauiabie at 
vusly low cost 


ture “‘sells’’ something 
use phot l 
vides ready-to-use promotion stunts 
where else 
real mney 


money—only $5 monthly— 
lossy Print Plan 


India, to Boise Idaho, from 
m, Sweden, to Caracas, Venezuela 
FYF* CATCHERS lt 
y mail! IT’S GOT TO BE GOOD!!! 


FREI ok of interesting proo - | 


CYE*CATCHERS, Inc. New york 


SRE: 


S 


mae 
oo 


es 


obviously, is only partial coverage of the market. market! 


John J. Gillin, Jr., Manager 

Owned and Operated by the Wood- 
men of the World Life Insurance 
Society .. . John Blair & Company, 
Representatives . . . On the NBC 
Red Network .. . Write for Com- 


prehensive Surveys and Maps 


5.000 Watts—390 KC—Full Time 
= Covers the Omaha Market 
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G-E to Continue 
‘Electrical Youth’ 
as Copy Keynote 


Home Laundry Equip- 

ment Due for Aggres- 

sive Push 

Bridgeport, Conn., Jan. 10.— 
Spurred on by an outstanding sales 


record in 1939, General Electric 
Company today revealed details of 


| : : 

| gether as an electric sink, is sched- 
/uled for American Home, Better 
Homes & Gardens, House Beautiful 


| and House & Garden. A series of|schedule will embrace about 500 | 


| business papers in the building field 
|is also on the list. 


| The presentation on electric | viously mentioned, G-E will conduct | 


ranges was highlighted by the an- 
nouncement of price reductions 
| ranging from $10 on cheaper models 
/to $75 on the most expensive in the 
|line. Price cuts, plus product re- 
finements and the addition of fea- 
tures formerly available only as 
‘optional equipment, were featured 
/on ranges as well as most other new 
| lines. 


Refrigerator Prices Down 


Refrigerators, for which prices 


| tory-placed copy in cities where 
| plants are located and of cooperative 
dealer insertions. The factory city 


papers, Mr. Bullock said. 
In addition to campaigns pre- 


|similar drives for fans, radio sets, 
vacuum cleaners, heating appliances 
|and clocks. Maxon, Inc., New York, 
is the agency handling these por- 
'tions of the account. 


pee 
‘Garfinkel Expands 


| Sidney Garfinkel Advertising 
| Agency, San Francisco, has opened 
|a Los Angeles office in the Commer- 
|cial Exchange blidg., Eighth and 

Olive streets. Donald A. Breyer, 
| former advertising manager of C. H. 
| Baker Shoe Stores of Northern Cali- 


an expanded promotional program | have also been reduced, will be ex- | fornia, is in charge 
s , 


on all fronts during 1940. Ten sep- 


|tensively advertised in magazines 


arate magazine campaigns involving|and newspapers, backed by the) Southwell Promoted 


30 publications, plus’ increased 
newspaper promotion, are scheduled 
by the appliance and merchandise 
department, according to Boyd Bul- 
lock, advertising manager. 

The occasion for the unveiling of | 
the complete 1940 picture for all ap- | 
pliances was the first dealer meet- | 
ing ever held in Bridgeport, which | 
was attended by over 400 members | 
of Rex Cole, Inc., New York 
distributor for G-E. 

Mr. Bullock declared that the in- 
stitutional campaign in magazines 
will continue to feature the slogan 
“Stay Young Electrically” in 1940. 
Although institutional copy ap- 
peared only in the fall of 1939, a 
year-round schedule’ has_ been 
planned this year. 


Competes for Washer Sales 


It was revealed that G-E will in- 
troduce a new automatic washer, | 
designed to meet the competition 
offered in recent years by Bendix | 
Home Appliances, Inc. The new | 
G-E washer will not be off the pro- | 
duction lines until midyear, but its | 


‘debut will be preceded by the heav- | 


iest national campaign on the whole | 
home laundry line that the com-| 
pany has ever staged. 

This home laundry effort, which 
will break in March issues of maga- | 
zines, is designed to build consumer | 
acceptance for G-E washers and} 
ironers which will be reflected later | 
in sales of the new automatic 
washer. 

The laundry schedule, comprising | 
half and quarter pages in Life, Par- | 
ents’, The Saturday Evening Post 
and Woman’s Home Companion, will 
be featured by the use of kittens as 
illustrations. A Daniel Starch sur- | 
vey, it was said, revealed that ani- | 
mal pictures are second only to 
baby pictures in attracting reader 
attention. 


To Sell Complete Package 


The company will also place in- 
creased emphasis on its all-electric 
kitchen. Salesmen were told here 
today that the day when complete 
kitchens will be sold as a unit, just 


as bathrooms have been for years, | 


is fast approaching. 

Promotion of G-E kitchen appli- 
ances, including electric dishwash- 
ers and garbage disposal units which 
are available both singly and to- 


A Complete 


LETTER SERVICE 


Small and large users of 
Direct Mail will find our 
prices and service to 
be to their advantage. 


ILLINOIS LETTER SERVICE 


216 Institute Place 
Chicago, Illinois 


Delaware 3244 


|economy claim that “We believe you 
| cannot buy a refrigerator that will 
|cost you less to operate.” 

| G-E promotion in newspapers 
during 1940 will consist both of fac- 


| 

Hughes G. Southwell has been ap- 
pointed field service coordinator of 
the Jam Handy Organization, De- 
| troit. He has been projection super- 
|visor of group selling shows. 


Prune Products 


| Appoints Levy 


Prune Products Company has ap- 
|pointed Raymond Levy Organiza- 
| tion, New York, to handle a cam- 
| paign for Dexter’s Syrup of Prunes. 
|A newspaper campaign will begin 
|in New England in February. 

| Other new accounts in the Levy 
fold include Daisy Products Com- 
‘pany, lightweight luggage; Klein 
'Bros. Fabric Corporation, Rosanne 
‘fabrics; Columbia Mfg. Company, 
leather products. 


. 
‘Montgomery on Radio 

With appointment of Donovan- 
Armstrong, Philadelphia, as_ its 
agency, William Montgomery Com- 
pany, wholesale grocer of Philadel- 
phia, will use a half-hour radio 
program, “I Want a Divorce,” Sun- 
day afternoons. 


Gets “Vinita Journal” 


Southwest Dailies has been ap- 
pointed national advertising repre- 
sentative of the Vinita Daily Jour- 


ve 


Plee-Zing Creates 
Post for Thornton 


Plee-Zing, Inc., Chicago, operato; 
of a merchandising plan for inde- 
pendent grocers, has promoted J. c 
Thornton, assistant sales manager 
to the new post of merchandising 
director. 

J. D. McDowell, manager of the 
Baltimore office, has been appointed 
assistant sales manager. 


Swatford & Koehl 


in Cincinnati 

Swafford & Koehl, Inc., New York 
agency, has opened a branch Office 
in the Mercantile Library bldg. 
Cincinnati. 

Royal W. Ryan, who was formerly 
advertising and sales manager of the 
Netherland Plaza hotel, Cincinnati, 
will be in charge. He left that post 
last spring to join Swafford & Koeh],. 


To “Christian Herald” 


Phelps Pratt, formerly with Farm 


5 les” ike - b> 4, 


Journal and Farmer’s Wife, has 


nal, Vinita, Okla., effective Feb. 1. | joined Christian Herald, Chicago. 


. 


” 
“ 
SO 


Whether you judge a network by box top returns, top sales 
figures, top program ratings, or any other “tops” 
—the NBC Red comes out on top! 


Cereal makers, too, are Red Network 
enthusiasts! And their enthusiasm is 
shared by the majority of leading ad- 
vertisers. That's why, in 1939, more 
advertising dollars were invested in 
the Red than in any other single ad- 
vertising medium. That's why. again 
in 1940, radio-wise advertisers are 


placing the major share of their net- 


work selling on the capable shoulders 
of the Red. 

In 1939, advertisers endorsed the 
Red Network to the tune of $35,000,- 
000! The reason for this overwhelm- 
ing preference of experienced radio 
advertisers for the Red is no mystery. 
It’s found in NBC's fascinating story 
of “The Other Half.” A story that 


> Any way you look 


NBC 


clarifies network time-buying and 
takes the guess-work out of network 
comparisons. 


Combing the Country for Facts 
The Other Half” of the national ra- 
dio audience—the 51% of the L. >. 
radio-owning families whose listening 
habits had never before been probed 
told us this 
story. To get it, we went “whole hog” 


by radio researchers 


into every city of 25,000 and over 
... and into one out of every five rural 


counties in the country! 
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Chicago YMCA Offers 
Advertising Course 

What is described as a “laboratory 
course in advertising copy and lay- 
out” will be offered by the Central 
YMCA College, Chicago, beginning 
Feb. 10, through the marketing divi- 
sion of its Commerce School. 

Tom J. Montgomery, account ex- 
ecutive of Byrne’ Advertising 
Agency, will be in charge of copy, 
and Henry Ejinzig, art director of 
Stemar Displays, Inc., layout. 


Harvey Promotes Papers 
Harvey Paper Products Company, 


Sturgis, Mich., has initiated a cam- | 


paign on its specialty papers. Paper 
trade journals, baking, hotel and 
institutional publications are being 
used through Whipple & Black Ad- 
vertising Company, Detroit. 


Lehr Steps Up 


R. Lehr has been appointed sales 
manager of the Quincy Compressor 
Company, Quincy, Ill, succeeding 
J. T. Conder, resigned. Mr. Lehr | 
joined the company in 1933. 


Four Name Duffy 


Esquire, Chicago, has appointed 
Jim Duffy, Inc., Chicago, to handle 
a campaign in daily newspapers. 
Other new accounts placed with 
Duffy include Quarrie Corporation, 
Chicago, publisher of World Book 
Encyclopedia and Child Craft, 
which will use magazines and trade 
papers; Gilash Shoe Company, 
Fitchburg, Mass., trade papers and 
direct mail, and Larkin Packer Com- 
pany, St. Louis, oil field equipment, 
which will use trade papers and 
direct mail. 


Wilder with Agency 


Neal Wilder has joined Ketchum, 
MacLeod & Grove, Pittsburgh, as 
account executive. He has been in 
the advertising department of Car- 
| negie-Illinois Steel Corporation and 
|} was formerly with Jones & Laugh- 
lin Steel Corporation. 


Jeweler Has Agency 


Smith Patterson’s, Boston jeweler, | 


has appointed Badger & Browning, 
Boston, as advertising and merchan- 
dising counsel. 


NURSE TELLS NOXZEMA STORY 


NURSES DISCOVERED A BEAUTY SECRET THAT’S 
HELPED THOUSANDS TO LOVELIER COMPLEXIONS 


Famous Medicated Cream Helps 
Restore Neturai Shin Beauty Over 
15,000,000 Jars Used Yearly 


I 


Remarkabie Story 


Whot Users Sey 


onde 's Pomte Boo 


Magazines, Sunday newspapers and radio will be the media employed by Noxzema 
Company, Baltimore, in record drive following a 30 per cent sales gain. Copy 
stresses both the “complexion” and “chapped hands’ appeal. 
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NOT AN AVALANCHE, MR. WILLS. 
JUST A MILD IDEA OF THE EXTRA 
SALES RESULTS WE'RE GETTING 
SINCE SWITCHING OUR PRO- 
GRAM TO THE NBC RED! 
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Cereal advertisers in the first ten months of °39 invested over 
$2,700,000 in the Red—three times as much as in the next network. 


ted is Tops! 


The facts we learned are of profit- 
ible interest to every advertiser and 
‘“zeney. They show why the Red Net- 
‘ork produces extra sales. They re- 
ealanew picture of comparative net- 
‘ork circulations and values. They 
wove that a CAB rating on the Red 
‘ans a greater nationwide audience 
‘a program than the same rating on 
V other network! 


How to Make More Profits in 1940 
tes a sure plan that will give you 
‘hose extra sales and profits in 1940, 


Every advertiser on the Red knows 
how it works. We'd like to tell you 
about it. You'll see why the Red— 
with the majority of leading day and 
night shows ever since broadcasting 


NBC 


began — is the advertising medium 
that can deliver the greatest audience 
for your selling message. National 
Broadcasting Company. A Radio 
Corporation of America Service. 


The network most people listen to most 
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30% Sales Gain 
Spurs Record 
Noxzema Drive 


| Baltimore, Md., Jan. 10.—Offering 
a larger jar than heretofore at its 
established “sale’’ price of 19 cents 
j}and alternating copy in women's 
|}magazines between “complexion” 
|}and “chapped hands” appeals, Nox- 
|zema Chemical Company will soon 
|} launch its largest campaign to date. 
Promotion of Noxzema as a shaving 
|}aid is also planned in publications 
| which reach a male audience. 

| Noxzema’'s record drive follows 
la 30 per cent sales gain in 1939. 
| While last year’s promotion in- 
|}cluded the use of newspapers and 
| radio in several independent cam- 
|paigns, the new drive will be a 
| consistent effort in the following 
| publications: American Legion, The 
| American Weekly, Collier’s, Cosmo- 
| politan, Country Gentleman, Elks, 
| Fawcett Women's Group, Ladies’ 
|Home Journal, Liberty, McCall's, 
| Modern Magazines, Redbook, The 
| Saturday Evening Post, This Week, 
True Story and Woman’s Home 
| Companion. First copy will appear 
in February and March issues. Later 
this month, Sunday newspapers in a 
| few key cities will be used. Radio 
|tests in a number of sections are 
also planned. 


Varied Applications Stressed 


While most insertions will follow 
only one theme, a few of the initial 
advertisements will suggest the mul- 
tiple uses of Noxzema. These include 

| its application as an aid in healing 
|skin irritations, as a night cream, 
(a powder base and as a remedy for 
chapped hands. “Nurses discovered 
a beauty secret that's helped thou- 
sands to lovelier complexions,” is a 
typical headline. Ruthrauff & 
Ryan, New York, handles the ac- 
count. 


Spring-Air to Use 
More Newspapers 


The Spring-Air Company, Hol- 
land, Mich., will double its news- 
paper campaign for mattresses next 
spring, Charles Karr, president, 
announced. Dailies in 50 markets 
will be used, in addition to a co- 
operative campaign. 

Magazines on the schedule are 
American Home, Better Homes & 
Gardens, Bride’s, Life and National 
Geographic. 


Houck Adds Account 


Houck & Co., Advertising, Roa- 
noke, Va., has been appointed to 
handle the account of National 
Screen Company, Suffolk, Va., man- 
ufacturer of screens, screen doors 
and ventilators. Business papers 
will be used. 


Now F. A. Hughes 


Hughes, Wolff & Co., Rochester, 
N. Y., has changed its name to F. A. 
Hughes Company. Ed Wolff, former 
treasurer, resigned in 1935. F. A. 
Hughes is president and treasurer, 
and John F. McCarthy, secretary. 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


| PHOTO-ENGRAVERS 
IN CHICAGO 
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January 15, 1949 


Doubled Earnings Tell Result 


Independent Auto 
Credit Organization 
to Continue Copy 


[Editor’s Note: This is the third 
in a series of case histories tracing 
the development of comparatively 
recent arrivals in the ranks of 
advertisers. | 


Chicago, Jan. 10.—That the often 
turbulent sea of the automobile 
financing business can be effectively 
smoothed with judicious use of ad- 
vertising has been demonstrated by 
General Finance Corporation, an 
organization which became a con- 
vert to the cause as recently as last 
spring. 

General Finance presented and 
advertised a new plan for automo- 
bile financing in which the major 
point was the offering of a lower 
interest rate to “preferred buyers,” 
or those who made larger down 
payments. The campaign was di- 
rected to the general public, al- 


| though the company deals is Sone 
car dealers. It is to be continued 
this spring. 

While the background for General | 
Finance’s 1939 effort covers several 
years, the results achieved can be 
best expressed in one sweet line: 
In the fiscal year ended Nov. 30, 
total business for the company was 
approximately $35,000,000 as com- 
pared with $17,000,000 in the pre- 
vious year, a neat gain of 100 per 
cent. 


No Garden Party 


Advertising alone, company 
spokesmen pointed out, cannot take 
full credit for this gain. It was, 
however, the visible evidence of 
several factors; aggressive manage- 
ment policies; a comprehensive and 
unique financing plan; strong mer- 
chandising, and proper coordination 
between sales and advertising. 

The automobile financing business 
has never been comparable to a 
garden party, as witnessed by court 


The Pittsburgh | 
Courier* 


Pittsburgh, Pennsylvania 


Kansas City Call* 


Kansas City, Missouri 


St. Louis Call 


St. Louis, Missouri 


Houston Informer* | 
Houston, Texas 


New York Age 
New York City 


Philadelphia 
Independent 
Philadelphia, Pennsylvania 


Detroit Tribune | 
Detroit, Michigan | 


Louisiana Weekly 


New Orleans, Louisiana 


Louisville Leader | 
Louisville, Kentucky 


Tampa Bulletin 
Tampa, Florida 


° A. B.C. 


One Way 
To Get 


Your Share 


of 


Two Billion 


Dollars 


_ Our Colored population 
spends Two Billion Dollars 
every year. Here is a 
Market you may have 
overlooked. 


INTERSTATE UNITED 
~ NEWSPAPERS, Inc. 


545 Fifth Avenue 
New York City, N. Y. 


National Advertising Representatives 


| Buyers Plan.” 
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A BETTER DEAL 


A New Way to Bay a New Car 
at a New Low Cost! 


The Far Buying Public wanted 


«we | Lowest in Cost! 
ie oa2 83 8 £100 


FO8 runTuES BETA: 


.. SEE YOUR NEW CAR DEALER. i 
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\ A BETTER DEAL Fon NEW «An ae veRs 4 


General Finance Corporation divided its 
initial 1939 campaign in two parts, with 
copy shown here devoted to a general 
story on the “public relations” aspect of 
the new financing plan offered car 
buyers. 


bouts engaged in in recent years by 
several organizations in this field. 
Dealer influence exerted in other 
years by factory owned or con- 
trolled finance companies, has not 
made the perpetuation of independ- 
ent finance companies an easy task. 
It was difficult for independents 
to obtain dealerships, a condition 
which led to certain practices that 
were not to the best interests of the 
finance field as a whole. 

Among practices which received 
publicity were allowing of excessive 
dealer reserves or commissions; the 
“packing” of the finance charge or 
delivered price of the car by the 
dealer; charging for insurance cov- 
erage that the buyer in some in- 
stances did not actually receive; 
top-heavy wholesale financing of 
dealers’ car inventories and the like. 


All Companies Suffered 


General Finance spokesmen em- 
phasized that not all finance com- 
panies followed these practices or 
even condoned them. All companies, 
however, paid the penalty. 

Another factor in back of the 
campaign was the entrance of banks 
into the financing field. This, they 
pointed out, tended to bring about 
rate competition and a “hectic, un- 
certain state of affairs” in the 
finance field. 

In spite of these factors, General 
Finance made progress’ through 
1937. In 1938, unfavorable general 
business conditions and the influ- 
ences previously mentioned helped 
to cut the company’s volume about 
50 per cent. 

Up to this time, no consumer ad- 
vertising had ever been used or con- 
sidered essential because of the 
dealer organization of the business. 
At the start of 1939, however, it 
seemed vitally necessary to develop 
a program for both sales and public 
relations to help dealers meet out- 
side competition. Stanley Pflaum 
Associates was the agency retained. 


Rates Were Lowered 


The first factor in development 
of the campaign was the “Preferred 
They gave the car | 
purchaser making a larger 


cCCANDLISH 


LITHOGRAPH CORPORATION 


ROBERTS AVENUE & STOKLEY STREET PHILADELPHIA 
SALES OFFICES IN PRINCIPAL CITIES 


payment a lower interest rate on his 
unpaid balance. The lowest rate, 
based on the largest down payment, 
was thus fixed at $3 per $100 per 
year, as compared with the former | 
lowest charge of $6. Rates increased | 
to $4 and $5 per $100 as the down 
payment became smaller, although 
the highest rate was no more than 
had been the previous finance com- 
pany charge. 


Two Goals Sought 


In addition to the new rates, a 
liberalized policy of customer pro- 
tection was adopted. The entire 
program was directed to two fronts; 
one phase being designed to over- 
come the competition banks were 
giving finance companies, and the 
second, involving ethics and public 
relations within the finance field. 

Newspapers, posters and show- 
room displays were used to tell the 
public of the program. Direct mail, 
sales presentations and personal 
contacts were employed to gain 
dealer attention. 

In Chicago, for example, three 
newspapers were used on a once a 
week schedule. All insertions were 
a quarter-page or larger, ranging 
up to 1,080 lines. The campaign 
started in the spring, continued 
through the car sales season and 
was repeated in the fall with slight 
variations. 

To test the efficacy of the drive, 
copy was withheld from one city 
comparable, as far as the company 
was concerned, to Chicago. As a 
result, these two markets formerly 
approximately equal, are now wide- 
ly separated, Chicago being far 
ahead of the other. Also in Chi- 
cago the average volume of busi- 
ness per dealer was 66 per cent 
greater after the campaign. 


Department Stores 
to Weigh Radio 


at Annual Meeting 


New York, Jan. 9.—Seeking to 
help retail executives “fortify for 
*40,” an investigation of radio ad- 
vertising for stores will be coupled 
with a symposium on the improve- 
ment of department store advertis- 
ing technique as features of the 
29th annual convention of the Na- 
tional Retail Dry Goods Associa- 
tion, to be held here Jan. 15-19. 

The radio study will take the 
form of an “Information Please” 
program on Jan. 17. Four boards 
of experts, consisting of four ex- 
perts to each board, will answer 
questions in 15-minute relays. 

Better public relations of stores 
will be the theme of a general ses- 
sion Jan. 18 when Mrs. Helen Judy 
Bond, president of the American 
Home Economics Association, will 
present “The Consumer’s Platform.” 
Several other speakers, including 
Kenneth Collins of the New York 
Times, will be heard at this ses- 
sion. 

The meeting of the sales promo- 


tion division devoted to improving | > 


retail advertising technique will be 
held Jan. 16. Among those to speak 
are Wilder Breckenridge, of the 


FIGURES TELL STORY 


There's a ‘40 model 
in FINANCING, too! 


Preferred Bifyers _~ 


the new way to buy @ new car at a new low cost 
now brings you two 
exclusive features 


eT hed 


0.00 — 
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Payment the Lower 
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- 
THE CFC POLICY OF CUARANTEED CUSTOMER PROTECTION 
Read These 7 Big Buyer Benefits 


respond to come dotes — and 


with Ceneral Finance 


84 WEST LAKE STREET 


CHICAGO ANDOVER 2020 


OME OF AMERICAS OLDEST AMD LARGEST AVTOMOBEE BANKING COmPanmins 


The second phase of General Finance's 
campaign went into explicit detail re- 
garding the lower financing cost avail- 
able to preferred buyers in addition to 
listing seven “big buyer benefits.” Stan- 
wy Pflaum Associates was the agency. 


“Dated Butter” ‘theme 
of June Dairy Tests 


June Dairy Products Comapny, 
New York, has launched a 13-week 
newspaper and radio test campaign 
in Bridgeport and Norwalk, Conn. 
Theme of the drive for Dairy Sweet 
butter will be “dated butter,” with 
copy emphasizing that “the date on 
the package is your guarantee of 
freshness.” 

The newspaper program calls for 
the use of a total of 2,800 lines of 
copy, with insertions weekly for the 
duration of the drive. A. W. Lewin 
Company, Newark, is the agency. 


Broomfield-Podmore 
Best-Test Agency 


Broomfield-Podmore Advertising, 
Trenton, N. J., has been appointed 
to handle advertising of Union 
Rubber & Asbestos Company, Tren- 
ton, manufacturer of Best-Test rub- 
ber cement. 

Newspapers, magazines, business 
papers and direct mail will be used. 


Miss Stover Edits 
“Home Economics” 

Blanche M. Stover has been ap- 
pointed editor of Practical Home 
Economics, New York, J. T. Emery, 
president, has announced. 

Miss Stover rounded out varied 


experience in the home economics 
field with study abroad. 


MAILING SERVICE 


Bureau of Advertising, American 


Newspaper Publishers Association; | 


Henry 
Alliance, 


Allman, Philadelphia Art 
and Julia Coburn, Tobe- | 


down | Coburn School for Fashion Careers. 


Multigraphing — Filling-in 
Addressing - Mimeographing 
| THE LETTER SHOP, Inc. 


440 So. Dearborn St. 
CHICAGO 
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Simmons Accents 


Employes Tenure in 
Good Will Copy 


Tells Why It Stresses 
Security, Good Wages 
for Craftsmen 


Chicago, Jan. 9.—Asking “Should 
industry scrap its old men?” the 
Simmons Company, world’s largest 
manufacturer of bedding, used a full 
page in the Chicago Tribune today 
to state its policy toward employes, 
and the effect on the dealer and 
consumer. L. L. Murray, Western 
advertising manager, reported a 
veritable storm of approval of the 
principles publicly enunciated. 

The advertisement recited the 
fact that 18 Simmons employes in 
the Kenosha plant alone have been 
with the company more than 40 
years, and 937 more than 10 years. 

“If as they say, it takes 10 years 
to make a craftsman,” the adver- 
tisement continued, “we’re mighty 
fortunate, don’t you think, to have 
so many around?” 

“Why do we put so much stress 
on security?” it asked. “Why do 
we also put so much stress on high 
wages? 

“The answer is simple. You can’t 
make good goods unless you have 
good people working for you, under 
good conditions and for good wages. 

“We believe this is one reason 
why Simmons is able to put more 
into its merchandise. 


Whole Industry Profits 


“In creating a mattress like the 
new Simmons Beautyrest, our men 
and women have helped us raise 
the standard of comfort for the en- 
tire industry. Competitors will 
gladly admit this. For in raising 
the standard, we have helped them, 
too. We have created a public in- 
terest in sleeping comfort—a mar- 
ket that never existed before. We 
have given them, as well as our- 
selves, an opportunity to make bet- 
ter sales. .. 

“We want the people who work 
for us to know that relations be- 
tween us will be as friendly as in 
the past. 

“We want the retailers we do 
business with to know that Sim- 
mons will stand by the fair policy 
that has won us more friends in 
the trade than any other bedding 
concern. 

“And finally, we want you, the 


SIMMONS ANSWERS ITS OWN QUESTION 


SHOULD INDUSTRY SCRAP ITS OLD MEN? 


A question and an answer by Simmons Company 


hn thea @ record” 


SIMMONS COMPANY 


WORLDS LARGEST MAKERS OF QUALITY BEOOING 


Simmons Company, world's largest bedding manufacturer, has its own answer 
to the question which has puzzled both economists and sociologists: Should in- 
dustry scrap its old men? A full page in the Chicago Tribune emphasized that 
937 Simmons employes had been with the company more than 10 years and told 
why this policy had paid dividends to Simmons, its competitors and the public. 


CANADIAN MAGAZINE ADVERTISING LINAGE 


| 
| 
| -———— Yearly Totals————_, 


—— January ——————, 
——1939——_, -————_1938_, 1940——, , 1939-——, 
Pages Lines Pages Lines Pages Lines Pages Lines 
Canadian Home Journal......386.5 269,860 419.2 293,433 13.1 9,136 12.7 8,881 
Canadian Homes & Gardens.. 408.9 274,774 390.3 262,300 ‘ o oles oe 
CURSGURIEO secccvenee . . 851.5 246,041 370.9 259,661 11.0 7,721 8.9 6,224 
Liberty .. ° 285.5 122,275 282.0 b120,993 22.0 9,433 17.9 7,698 
Maclean's Magazine . 518.0 362,596 496.5 347,542 26.1 $18,295 18.8 $13,149 
BERTGRE ccccceceanses 6206 420,349 648.2 435,611 24.3 16,344 39.9 26,780 
National Heme Morthly. .. 309.6 216,746 290.9 203,603 11.9 8,322 10.6 7,413 
Total Group oees esaue Eeeeeee - 1,923,143 59,818 62,447 
Commercial Display in Canadian Farm Papers 
‘ ——Yearly Totals —~ -—— January ——— 7 
—1939 = ¢ —1938———,, 1940——, -——-1939-—,, 
Pages Lines Pages Lines Pages Lines Pages Lines 
Country Guide & Nor’-West 
PUG Aebeneascadracnnesé 247.5 178,224 231.8 166,906 17.6 12,646 10.2 7,325 
Family Herald & Weekly Star 
Eastern Edition ......... 381.0 381,040 394.7 394,670 17.8 ¢17,767 20.5 20,518 
Western Edition . 288.8 288,755 303.7 303,718 13.9 £13,918 10.3 #10,3056 
} The Farmer's Magazine 262.8 183,991 242.9 170,049 16.6 10,886 12.5 8,756 
Free Press Prairie Farme: 368.1 404,887 421.3 463,447 21.3 £23,407 21.7 423,920 
Western Producer . 183.8 202,196 163.3 179,582 13.0 £14,291 13.9°¢15,264 
Beene GOOG scdececcen - 1,639,093 eeee 1,678,372 23,531 16,080 


tSemi-monthly—both issues included. 
*Five issues. 

aJan.-Feb. issues combined. 

b53 issues. 


Canadian Linage 
Total Shows Drop 
of 1.1% for ‘39 


Chicago, Jan. 10.—Linage in seven 
major Canadian magazines totaled 
1,902,614 for 1939, according to re- 
ports to ADVERTISING AGE today. 
This was a decline of 1.1 per cent 
from the 1,923,143 lines carried by 
the same publications in 1938. 

Four out of the seven bettered 
1938 totals. They were Canadian 
Homes & Gardens, Liberty, Mac- 
lean’s and National Home Monthly. 

January linage for the group, 
with the exception of Liberty, 
totaled 59,818, a decline of 4.2 per 
cent from the 1938 total of 62,447. 

Linage for 1939 in Canadian farm 
papers totaled 1,639,093, a drop of 
2.4 per cent from the 1,678,372 lines 
reported in 1938. The two monthlies 


consumer, to know that this year 
as always we shall try to give you 
a bigger bedding dollar’s worth than 
you can get anywhere else.” 


Sweeney Gets Weeklies 


John M. Sweeney Company, Bos- 
ton, has been appointed New Eng- 
land representative for the following 
Massachusetts weekly newspapers: 
Abington Advertiser, Cohasset Cot- 
tager, Duxbury Pilgrim, Hanover 
Advance, Mansfield Mail, Norwell 
News, Pembroke Colonist, Plymouth 
County Press, Rockland Standard, 
Scituate Herald and South Wey- 
mouth Sun. 


Odora Plans Campaign 


Odora Company, New York, will 
feature a new type of tapestry wall- 
paper decoration for its wardrobe 
closets in an extensive campaign 
using newspapers in more than 100 
cities. H. A. Salzman, New York, 
directs the account. 


Adds Porce-Tite 


Clark Collard Company, Chicago, 
has been appointed to handle adver- 
tising of Bedard & Morency Mill 
Company, Oak Park, IIL, sole dis- 
tributor of Porce-Tite, a new cer- 
amic paint. Business papers and 
direct mail will be used. 


territory. 


This 


record 


1,318,242 


Lines Gained in 1939 


was 


ee 
aS 


tWeekly—December linage shown, not included in total. 


in this group reported a January 
total of 23,531 lines, a gain of 46.3 
per cent over the 16,080 lines re- 
ported in January, 1939. 


Gets McKenna Whiskies 


Somerset Importers, Ltd., New 
York, has been appointed national 
distributor of two Bourbon whiskies 
produced by H. McKenna, Inc., 
Fairfield, Ky. L. H. Hartman Co., 
New York, will handle the Mc- 
Kenna advertising in addition to all 
other products distributed by Som- 
erset. 


FREEwsrovcer lf] 
Jer and Brush FREE with your first order 7” @eRraa 


S$ S$ Artist Rubber Cement. Nationally 
used, } grades: Light, Medium, Heavy. $2.75 
per gal. postpaid. For Friskets use $ S$ Spe- 

s cial Frisket Cement, $3.50 per gal 


RUBBER CEMENT CO. 


1438 Wo Halsted St. CHICAGO, ILL 


achieved notwithstanding 
considerable proffered advertising copy was rejected as not 
conforming with these two newspapers’ high advertising standard. 


San Antonio Express and San Antonio Evening News continue 
to forge ahead in both circulation and advertising, as they have 
been doing for the past five years. 


14,555,760 Lines of Paid Advertising in 1939 


13 ,237,518 Lines of Paid Advertising in 1938 
1,318,242 ice, csincs in r03s 


This record reflects the perfect regional circulation coverage of 
The Express and The Evening News, and the indispensable part 
they play in the daily life of San Antonio and its rich trade 


the fact that 


The Express (morning) and The Evening News are separate and 
distinct newspaysers—each with its own news and editorial starf. 


San Antonio Express 
SAN ANTONIO EVENING NEWS 


Jexas' Foremost Newspapers 
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Fhe GREATEST 


AUDIENCE 
FOR THE LEAST 


MONEY 


... as shown by. 
authentic coverage 
data and substan- 
tiated by the only 
Two Listener 
Preference Sur- 
veys ever made 
in this area by a 
nationally recog- 
nized research or- 
ganization and 
actually released. 


SAN ANTONIO 
SOOOOWATTS cianner 


N BC AFFILIATE 


TEXAS QUALITY NETWORK 


REPRESENTED NATIONALLY BY 
EDWARD PETRY & CO. 


Better Selling 
Held Business 
Most Pressing Need 


Experts Trade Sugges- 
tions at New England 
Conference 


Boston, Jan. 9.—The New Eng- 
land Sales Management Conference 
was showered with challenging 
statements at its meeting here last 
week, one of the foremost coming 
from C. F. Weed, vice-president, 
First National Bank of Boston, who 
undertook to prove that New Eng- 
land industry is suffering from a 
lack of capable salesmanship. Others 
who jolted the audience of sales 
executives out of its complacency 
were Frederick B. Heitkamp, vice- 
president, American Type Founders; 
Harold E. Pim, International Busi- 
ness Machines Corporation; Carroll 
Y. Belknap, executive vice-presi- 
dent, Trade-Ways, Inc.; Arthur W. 
Ramsdell, general sales manager, 
The Borden Company; A. C. Mon- 
agle, vice-president, Standard 
Brands; Karl M. Sayles, general 
manager, Deerfoot Farm Company; 
and Kinsey N. Merritt, general sales 
manager, Railway Express Agency. 

Mr. Weed asserted that the de- 
cline of business in New England is 
due to decadence in salesmanship. 
Twenty-five years ago, he said, 
manufacturing income of New Eng- 
land represented 13.5 per cent of the 
national total, while it is now less 
than 10 per cent. 


Forget Hour Law 


“The crux of our troubles,” he 
said, “is that we have let down on 
the job of selling New England 
products. Our markets have shrunk 
and that shrinkage has produced 
idle factories, idle men and _ idle 
money. We cannot wait for na- 
tional affairs to be ironed out. Let 
us take off our coats, tighten our 
belts and get down to hard work. 
The 42-hour week does not apply 
to salesmen and they can start the 
speeding up. 

“The challenge, as we enter upon 
a new decade, is for a resurgence of 
the unquenchable spirit that fights 
on against formidable odds. Finland 
is holding Russia at bay though 
outnumbered 40 to 1. A nation, or 
any section thereof, can rise to great 
heights when aroused. With about 
one-fifth of the available working 
force of New England unemployed, 
our stakes are high. By working to- 
gether under the slogan, ‘New Eng- 
land Sales Build New England 
Prosperity,’ we shall make progress 
toward a better and stronger New 
England.” 

Mr. Heitkamp suggested that sales 
managers take a leaf from the ad- 
vertising book and test their sales 
strategy before asking entire sales 


ANALYZE CURRENT SELLING NEEDS 


At the New England Sales Management 
Chrysler Corporation; W. L. Carter, president, Nashua Gummed Paper Company; Allan A. Stockdale, National Associa- 
tion of Manufacturers; E. C. Johnson, H. A. Johnson Company. 


cent of their time was devoted to | 
calls which yielded only 3 per cent 
of their volume. 

Mr. Belknap said that faulty in- 
terpretation is another common 
error. One sales manager of a prod- 
uct whose major appeal is economy 
sent his men calling on families 
spending only $30 a month for rent. 
Analysis of sales indicated clearly 
that middle-income families were 
the primary market, and a simple 
shift resulted in a gain of 100 per 
cent in sales. 


Big Stores Neglected 


Mr. Belknap declared that adver- 
tising displays often find their way 
into the smallest stores simply be- 
cause salesmen follow the line of 
least resistance. Their reports, he 
insisted, should cover the type, as 
well as number of stores in which 
installations are made. Equally im- 
portant, he said, is the way products 


should check not merely on the 
presence of their products in stores, 
but whether the carefully designed 
package is given a chance to get in 
its work. 

Mr. Ramsdell took the position 
that the nature of each business | 
must determine the facts on which | 
a sales index is based. The sale of | 
insecticides, he said, bears no par- | 
ticular relation to the prevalence | 
of insects, and a casket manufac- | 
turer who used deaths as the basis | 
for sales quotas found it satisfactory | 
only for unit sales, and not for dol- 
lar volume. Likewise, he observed, 
there is no correlation between pop- | 
ulation and paint sales. 

“It is far better,” he said, “to 
study your own product, determine 
which factor or factors are influ- 
encing its sale, and then establish 
for yourself an index which fits the 
situation.” 

Stresses Aid for Dealer 


Mr. Monagle said that the manu- | 
facturer’s salesman who confines his | 
work to trying to sell the dealer is | 
working at a psychological disad- | 
vantage. All of the retailer’s efforts | 


Conference, left to right: Harry G. Moock, vice-president, Plymouth division of 


individual workers will understand. | 
“I believe firmly that each man) 
will think as I do about our business | 


7 
Coming 
if he has the same information I) e 
have. For people to know nae Conventions 


they are supposed to do is not| 
enough. They are entitled to know | 
why. I tell my associates the prob-| Jan. 15-19. Annual convention, 
lems of our business, what our pol-| National Retail Dry Goods Associa- 
icies are, what we are trying to do/| tion, Hotel Pennsylvania, New York 
and why and how. I discuss with} pep. 29-21. 


Pate attan ts a in| Annual meeting, In- 
our foremen operating figures, COstS,| jand Daily Press Association, Hote! 
sales, investment, etc. 


| Sherman, icago. 
“I do not know of a single case} a, See 
Feb. 9-10. 


where my confidence has been vio- | Annual meeting, In- 
lated, and this information has been | terstate Advertising Managers’ As- 
bandied about.” sociation, Yorktowne Hotel, York, 
Pa. 
| Feb. 29-March 1. Insurance Ad- 
vertising Conference, Hotel Bilt- 
more, New York. 

March 26-29. Annual Packaging 
Exposition and Conference, Hote! 
_Astor, New York. 


Gets Lumber Account 


National Box & Lumber Com- 
pany, Newark, has appointed A. W. 
Lewin Company, Newark, to direct 
its account. Newspapers and busi- 
ness papers will be used. 


are placed on the store shelves. . . , June 4-7. Annual convention, 
Though the front label is usually Joins Erwin, Wasey Lithographers National Association 
the most effective, as often as not; Mary Knight, formerly with Del Monte, Cal. 

it is placed to the rear. Salesmen| Steve Hannagan Associates, New 


York, has been appointed director, . June 23-27. Annual convention 
of publicity and public relations of Advertising Federation of America, 
Erwin, Wasey & Co., New York. Chicago. 


LIK 
DEAR KING GEORGE:-— 


SURE, WELL FEED | 
ENGLAND FOR YOU! 


mental attitude if he is to be suc- 
cessful. 

“Such a= salesman,” said Mr. 
Monagle, “becomes a sales manager 
with each customer a member of his 
sales staff, looking to his superior 
Salesmen Like Trophies | for advice on his problems In such 

|a situation, buying takes care of 
itself.” 

Mr. Merritt likened business to a 
symphony in which one off-key in- 
strument ruins the concert. 
this view is generally accepted, he 
in sales contests, salesmen almost} said that many businesses have done 
invariably select articles of such a| comparatively little to induce non- 
durable nature that they will serve} selling employes to regard them- 
as reminders of their prowess for an| selves as part of the sales de- 


remiss in this respect, giving their 
salesmen tools which would not 
work on the tough prospects and 
forcing the men to fall back on their | 
own resources. 


Mr. Pim said that while cash is 
an important factor in compensa- 
tion of salesmen, their pride should | 
also be taken into consideration. | 
When given their choice of prizes 


indefinite period. He pointed out| partment, and handle their jobs 
that insurance companies demon-| accordingly. 
strated a deep insight into human| Mr. Sayles, of Deerfoot Farms, 


nature when they founded 100 Per | advocated the plan of keeping em- 


Cent Clubs, comprised of those who| ployes informed about conditions 
meet their quotas for a given year.| within the company. 
Mr. Belknap espoused the merits; “I never want a man working 


of analysis of sales records as a| under my direction to be in a state 
guide to able sales direction. In| of fear,” he said, “and the answer 
one company, such a study showed) is to give him facts. We should be 
that 80 per cent of the total volume | concerned about what our salesmen 
was coming from old customers, on| or workers are thinking. The prob- 
whom salesmen spent only 29 per| lem of management is to translate 


cent of their time. Another 44 per|its convictions into terms which 


organizations to adopt it. By infer-| are directed toward selling, and the | 
ence, at least, he indicated that! salesman must capitalize on this 
many sales executives have been 


While | 


If you've noticed what’s happened in the wheat mar- 
ket this past couple of months, you automatically 
| know that our Red River Valley farmers are now 
more ‘‘in the money’’ than ever .'... The most pros- 
| perous great agricultural]group between the Lakes 
and the Rockies, these million-plus people listen 
almost exclusively to WDAY, the only chain station in 
the territory. If you’re not reaching them, you're 
missing the best bet in America. Write for the whole 


~ WDAY, ne 


N. B.C. 
Affiliated with the Fargo Forum 


i'n. FARGO 

| PETERS, INC. 940 KILOCYCLES 
NATIONAL 5000 WATTS DAY 
REPRESENTATIVES N. D. 1000 WATTS NIGHT 
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of 15.4 per cent with a 1939 total 
YEARLY ADVERTISING LINA A arm Paper Tota bei hnay- 
of 534,026 as compared with 630,804 
eee died Poultry and f 1939 Sh /in the previous year. ‘ Pada 
sivestock aivestock Ww ' re 
: mercial I ls — , S —Commercial Display— —-Display-— or oO Ss . iz 
-—Commercial Display— ‘wr 7) | at. hee. «aeee Shee 6 January Linage Gains i 
——1939——.. ——-19 38 —— 193§ 138 —l1$ —~ 938——_, 939 9% . } - 
hii ee ee Se ee ee ae ee Decline of 3.4% January linage for the farm . 
Monthiies x he 
: vee » monthlies, also reporte day alo 

‘american Cotton American Agricul- ee ' ~ag,| New York, Jan. 11.—Farm paper |. : ported toda; ng ; 
srower ....... 17.8 2 46 31,632 21 129] turist ....... 208.2 141,597 215.4 16,314 17,399 ; 999} With December linage for other 

american Fruit Arizona Farmer 212.2 160,414 204.9 1 2,781 1,739] linage for 1939 totaled 10,008,202 is, totaled 233,056 Zain of 
——— ‘ eo ee . - . . . : > . : | Zroups, totale 200,000, & ‘ 

Grower .... 163.5 (3,943 150 634 California Cultiva- aes ’ ae ee |Publishers’ Information Bureau re- _ = t _ th 1090 re f 

,merican Poultry tor rer 276.9 209,327 304 230,373 4,57 206 aa : —— ‘ine |< per cent over the 1959 total o 

oe 7 ct Samane 136.0 104980 1442 111298 359 gag | Ported today. This was a decline 1991 467 
ustern Edition...149.4 64,099 149.8 64,280 51,793 47,564] The Farmer— ; ;of 3.4 per cent from the 10,358,353 | ““7*"": i : 
arkansas Farmer.. 40.8 10,825 43.5 32,919 68 974 (General Edition).230.9 151,059 246.1 92,96: 16,1 6,62 ‘lines carried by the same papers in} December linage for semi-month- 
—_ 9° " : tate Waren 98 1 149.76) °16 rer : Of : b Sé < : - : 7 ‘ era 
tter Fruit 82.7 24,684 re ....| Idaho Farmer ....1 149,761 216.0 163,301 141,051 38 lies totaled 78,022, an increase of 

Breeder's Gazette. .124.9 49,811 21,283 20,167] Indiana Farmer's 1938. ‘ 4 

calif. Citrograph 41.1 195.029 ae Guide 135.0 105,809 157.2 123,278 049 076! Two of the five groups, however | 13.1 per cent over the 1938 total of 
pper’s Farmer 305.8 223,020 4,320 3,174 | Kansas Farmer 146.4% 111 0 99,592 17,055 16,099 a ’ | 68.983 i-weeklies gained 2.6 : 

‘Carolina Co-oper- Michigan Farme 169.8 130.3 ; 143,930 23,206 19,665 | were able to report gains for the | 58, 8 i hg oe or ye ow ua 

‘ - Sheng re ,* » 1 91 25 - ene . , . , en , i Ce > ‘ 94. “ 
re: ooo s+ BEGG = €—48,982 149.6 = 63,578 FY fe ete gg ene ese pees 239 | year. Linage in the semi-monthlies ery with a oar re _—r 817 st a 
untry Gentleman.428.7 291,520 418 284,470 10 9,592 | Nebraska Farmer. . 230 6 188,435 13,966 O14) SOON oe inne > 94/405 as compared with 218, as a 

Country Home 174.8 118,830 215.7 146,68 5,21 4,361| tAver. 4 Editions..243.8 177 197.457 18.082 15.679 | totaled 1,015,530, an increase of 2.4 nett I = z 

Farm Journal & ~— oa ins ; ae — aa | per cent over the 1938 total of | year. : Ea 
Farmer’s Wife 429.1 188.3 242.4 147.336 7.812 6,984 omestea¢ or 181.2 26,813 194.7 136,26¢ 30,163 28,204 | aq9 ter ae R29 RaQ! . ’ > a 

Farm & Ranch 218.5 165.205 223.9 ; % 14.108 13.066] Ohio Farmer . 07 159,522 207.3 159,179 11,952 10,812] 992,101. Dailies carried 1,532,589 Weeklies Up 6% i 

‘Florida Grower 83.5 56,767 100.9 8, Oregon Farmer 0% 155,502 223.0 168,594 511 817 | lines during 1939, a gain of 5.9 per | Weeklies reported a total of 37,- oo 
1 - Bs > a¢ 76 r¢ "ac ific 4 i *ress . ' bs ’ 

‘Hoosier Farmer ..188.4 84,799 176.8 9, Pacific Rural Press: = pirat Vico ie i + cent over the 1,447,658 reported in |5,. );,... . AAG PEERED » 

‘Idaho Granger 65.5 71,108 66 1 Northern Edition. 354.% 67,904 390.9 295,511 16,828 41,858 | 1938 |}213 lines for the month, an increase ss 

*Kentucky Farmers Southern Edition.328.1 48,048 353.7 267,402 18,282 42,959 | I9SS. we ms : Les " ‘ ail 
Home Journal 87.4 68,484 85.0 66,648 114 246] Penna. Farmer 193.0 148,189 237.5 182,411 24,411 25 i Monthlies Off 2.1°. jot G per c nt over the oy total of g 

National Livestock Prairie Farmer ‘ . aid | 35,108. Dailies carried 102,042 lines, 

5° 9 5, e 6 ‘ mm q | c 1O18 t ai ani : a 4 ; - li "9 - . ad 

Be ulture 54.4 nett ; oo: seers — edith rl praesney 51.4 182,049 269.0 95,846 7,606 6,422] Linage in farm monthlies declined |a decline of 0.7 per cent from the 
tion’s Agric e 5 7 24. 4 5 is at ons e ‘ 0 ° 2 20s 9d, » 4,006 - o nae p ° 3 

*New Jersey Farm Rural New Yorker 137,974 197.3 154,66 46,128 4 »|2.1 per cent, the total for 1939 being 102,733 lines reported in December, 

aoe n x . 207.1 93,201 202.6 41,161 0,24 20,821 \~ mer e's } —— i : tye ae 4 + + ~— '1 3.456.805 as compared with 3,530.- 1938. 

‘Ohio Farm ureau ashington é le e a.0 ~15.0 ’ | | iad , g 4 : : os m 2 , , d z 4 
ee oe Bo 142.8 64,692 126.8 7.0 Wisconsin Agricul- 1987 in 1938. Bi-weeklies carried! Figures and page totals for the sit 
ultry Tribune turist 181.4 142,253 200.9 157,485 10,91: * 13,469,252 lines, a decline of 7.7 per | individual pa ers, as well as totals Bia, 
Eastern Edition. .200 85,923 183.2 G ’ 16.028 . { : = : nf 5 . ee 

Progressive Farme: Total Group 3,469,252 6,803 319,280 958,783 cent from their 1938 total of 3,756,- | for poultry and livestock linage, are Bi 
Carolina-Va, Ed 190,117 = 4, S48 | Weeklies 803. Weeklies reported a decline , shown in the accompanying table. 2 
Georgia-Ala Ed 185,799 1] 706] Capper's Weekly - 1.9 ‘ ( —— - _ ‘ pe 
Ky.-Tenn. Ed 181,883 607 512] Dairyman’s League a oh 
Mississipp! Ed 178,282 4,523 ,830 News &.8 4° 8 ‘ 18.001 1.8 { _ 
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PUBLIC | 5 
PREFERENCE @f 


Trve Story 
Cosmopoliton 

Good Housekeeping 
McColl's 

Redbook 

American 

Lodies’ Home journo! 


Women's Home Compenion 742,400 
Source: Publishers’ Stotements to ABC 


Most recent 12 months’ period 
$2,138,815 


1,760,746 
1,745,222 
1,301,356 
1,136,786 
1,091 893 

924,476 


Your Advertisement Should Be Better Read In Mago- 
zines People Buy On Their Own Accord At Newsstands 


15¢ True Story gives you a larger percent of newsstand circu- 
lation and smaller percent of subscription circulation than 
even leading 10¢ monthlies. 


For 21 yeors, True Story's premium priced 
newsstand circulation trends have fol- 
lowed other premium product retail sales. 
The current trend of both is up. 

The public pays more money over the 
retail newsstand counter for True Story 
than for any other monthly in the world. 


Retail Note: Within the past 6 months True Story’s newsstand circula- 
tion has increased 23% compared to 7% for the same period last year. 


50,000 WATTS 


The greatest selling POWER in the South's greatest city 


CBS AFFILIATE... NATIONAL REPRESENTATIVE . . . THE KATZ AGENCY, INC 
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ADVERTISING AGE 


January 15, 1949 


To Ad-Men in the | 
ELECTRICAL INDUSTRY 


TIME FOR SALE! 
Wholl Buy? 


The answer is: 
l.-EVERY MOTHER who, 


wants more time for mother- | 


| 


ing. 

2.-EVERY WIFE who.) 
wants more time for com-' 
panionship. 

3.—EVERY WOMAN who 
wants more time for rest, 


recreation, self -improve- 


ment, 


THERE’S YOUR MARKET, Sir! 
Sell them Leisure, the most pre- 
cious commodity in the world to- 


day, with 


the recorded radio program tailored 


to measure for the Electrical In 
dustry.* 
Do this and you'll sell POWER 
. SERVICE... APPLIANCES 
.. INSTALLATIONS...GOOD 
{i * APPRECIATION .. 
CONFIDENCE ...: and these are 
the life-blood of the Electrical In 


dustry. 


LEISURE HOUSE 
fascinating story of 
CAL SERVICE 

the most 


dramatizes the 
ELECTRI 

. all of it! 

dramatic, the most dy 

namic, the most pregnant story in 


all the world’s history. 


There's a sales punch in 
chapter of this story, and LEIS 
URE HOUSE punches that punch 


with 


every 


masterly showmanship and 


mature salesmanship. 


26 15-minute episodes, recorded by 
RADIO RECORDERS, Ine.; 
cessed and pressed on Flexite by 
COLUMBIA RECORDERS, Ine. 


. personally produced by George 


pro 


Logan Price with an all-star Holly 


wood national network cast 


hard-hit 
Major appli 


Built to do a two-tisted, 


and it does. 
j 55O% 


ting job, 
ance sales uppec in 3 months 
30% the first 
. 9,000 Leis 


guests in 90 


in Tampa... up 
month in Knoxville . . 


ure House days in 


cities of 100,000 .. , 85° of them 
registering as “Leisure House” 
listeners. 

‘Two recorded samples com 


plete merchandising set-up, FREE. 


Write or wire today. 


GEORGE LOGAN PRICE 


Getting Personal 


Mertens and Price, Inc. 


3923 W. 6th Los Angeles 
(*) Power and Light . Electrical 


Appliances . Local, Regional, National 


| 


Charles E. V. Prins has taken leave of absence from Federal 
Advertising Agency to join Herbert Hoover’s Finnish Relief Com- 
mittee as secretary. Recent engagements include that of Mrs. 
Phoebe Logan Terbell to Morgan S. A. Reichner, president of Morgan 
Reichner agency in N. Y. His fiancee is the granddaughter of Mrs. 
Frank G. Logan, well known patron of the arts in Chicago and donor 
of the annual Logan award. No date has been set for the wedding. . . 

Clarence Francis, president of General Foods Corp., and Merlin H. 
Aylesworth, who just retired as publisher of the New York World- 
Telegram to resume the practice of law, were feted by an advertising 
group for their work in behalf of the Boy Scout Foundation of Greater 
New York. Atherton W. Hobler 
and Arthur Kudner, heads of the 
Benton & Bowles and Kudner 
agencies, led the party-giving 
group... 

John Albert Brown, presi- 
dent of Socony-Vacuum Oil Com- 
pany, has been appointed chair- 
man of the 1940 Greater New 
York Fund. Among his co- 
workers present at an organiza- 
tion meeting was Edgar Kobak, 
v.p., Lord & Thomas. . 

Walter Dear, publisher of 
the Jersey Journal and v.p. of 
ANPA, has a new grandson 
named after him. . . 

Jim Kennedy, Station WBAL 
time salesman, knows now that 
it doesn’t pay to show off before 
the kids. He took his two off- 
springs ice skating recently, to 
let them try out their new skates 
and to show them the fine art 
of getting about on the ice. But 
disaster overtook him, he took a 
dive and wound up with a 
broken arm and aé_ dislocated 
wrist. He still says he’s a good 
skater. .. 

Ralph J. Cordiner, prexy of 
Schick Dry Shaver, Inc., has 
moved into his new home at 
Brooklawn Heights, Fairfield, 
Conn. . . C. C. Agate, a.m., Piel 
Bros. Brewery, is preaching what he practices as an 
advertising at Pace Institute. . . Kenneth Webb, of 
department, is teaching script writing at NYU. . . 

Vaughn Weidel, formerly with the New York World-Telegram, 
is busying himself these days with the job of chief of production of 
the committee handling the annual celebration of the President's 
birthday. . . 

When the Yale hockey team visited Minneapolis 
take on the University of Minnesota, an eager 
Thompson, publisher of the Star-Journal. 
of the Eli stick-wielders. . . 

It was more than a coincidence that Jerome Loucheim, Phila- 
delphia sportsman who owns Pompoon and who happens to be a 
partner in the Al Paul Lefton agency, named a promising new 
yearling after George LeMaze, vice-president of the Warwick Hotel. 
The hostelry is a Lefton client. . . 

Following a six-week with a 
P. Wayne Jackson, art director of the 
national advertising department, is 
resulted from an over-indulgence 
vated by a progressive 

The new year was less than a week old before Roy E. Larsen, 
president of Time, Ine., became the father of a baby son, promptly 
named Jonathan Zerbe. . . Vietor Ridder, secretary-treasurer, Cath- 
olic News Publishing Co., will be a bridegroom 


MAN AT WORK 


The nosy publicity man of KMBC, Kan- 

sas City, pulled a keyhole act on Arthur 

Church, president of the station. About 

to dash off for one of the numerous 

meetings he attends, Mr. Church gave 

himself the once-over with his trusty 
Schick (not an adv.) 


instructor in 


BBD&O's radio 


last 
spectator 
His son, Jack, is 


week to 
was John 
a member 


session shoulder blade, 
Chicago Herald-American 
back at his desk. The injury 
in tennis last fall and was aggra- 
infection. . . 


broken 


soon, 


“GAMBLE-EERS" MEET IN ANNUAL SESSION 
“hha 


Continuing the yearly get-together inaugurated in 1929, a group of admen, 
former associates of Ross Gamble when he was media director at Erwin, Wasey & 
Co., met again over the holidays at the Lake Shore Athletic Club, Chicago. 


From left to right: John Schuman, Campbell-Ewald; Tom Bohan, This Week: 

Glenn Mills, Plee-Zing, Inc.; Bill Wiemers, Farm Journal and Farmer's Wife: 

Ross Gamble, Leo Burnett Company; Ken Gordon, West-Holliday-Mogensen Co.: 

Ed Nolden, Carl Eckhardt, Physical Culture: Stan Hamberg, Frank C. Nasher, 
Inc., and Joe Wahler, National Geographic. 


B. G. Dahlberg, native of Sweden who rose 
president of Celotex Corp., broke up many a log jam without injury 
in his earlier years. And yet he was hurt a while back when he 
dropped a 15-inch fireplace log on his foot. . . 

The daughter of Gerold M. Lauck, executive v.p., N. W. Ayer & 
Son, was introduced to society while home for the holidays from her 
studies at Vassar. .. Rae Smith, managing director of the London 
office of J. Walter Thompson Co., has sailed back home after a month 
in New York... 

The beginning of the new year marked the beginning of 
of service with N. W. 


from lumberjack to 


22 years 
Ayer for John Hansel, vice-president. . . 


Consumer Institute 
Schedules Second 
Educational Meet 


| Radio Program Series 


Being Pushed 


Columbia, Mo., Jan. 10.—The sec- 
ond annual National Consumer Ed- 
ucation Conference will be held 
here April 1-3, John M. Cassels, 
| director of the Institute for Con-| 
sumer Education at Stephens Col- 
lege, announced this week. 

The meeting sponsored by the In- 
stitute is designed to bring together 
in one group educators, spokesmen 
of consumer organizations, govern- 
ment and business for interchange 


sumer education. More than 
leaders were present at the 
conference last spring. 
“Making Consumer Education 
Effective” will be the theme of the 
three-day meeting. Among the sub- 
jects on the tentative program are: 
the relations of consumers with | 
business; 
service in the interest of consum- 
ers, and how to teach consumer 
problems to various groups of pu- 
pils ranging from elementary | 


600 
first 


| school students to members of col- 


lege and adult education groups. 


Representatives of advertising and | picture Corporation, Culver City, 
,}education will discuss what should 
be taught about advertising in con-| of 


education courses, 
Better 


sumer 
spokesmen of the 
| Bureaus, labor 


direction of consumer education. 


| Plan Radio Series 


| It was also 
| that the 
/expand in the 
field next fall. 
30-minute, transcribed 
| tentatively titled “The F 


Institute is 
radio 


programs, 


Plans for Developing 


of ideas on the problems of con-. 


the extent of government 


Family Next 


ee 


Door,” will dramatize the problems 
facing the consumer in everyday 
life by means of a “typical family ” 

E. Gordon Hubbel, formerly asso- 
ciated with the Federal Radio Pro}- 
ect of the U. S. Office of Education. 
the National Broadcasting Company, 
and the Rockefeller Research Pro}- 
|} ect in School Broadcasting at th, 
| University of Wisconsin, will plan. 
| write and produce the series. 

Mr. Hubbel asserted that the pro- 
grams will be “educational and not 
propaganda.” The Institute wl) 
| take no stand on subjects discussed. 
he said, but will merely present 

facts regarding labeling, housing 
| the economic effects of war upon 
ben consumer, and possible results 
| of proposed anti-chain legislatio: 
Plans for distributing the tran- 
scriptions are still in the forma- 
tive stage. It was indicated, how- 
ever, that the feature will be of- 
fered as a sustaining program. 


Weill Forms Own Agency 


Norman Weill has formed an 
agency under his own name at 247 
Park avenue, New York, following 
the dissolution of Weill & Wilkins, 
of which he was president. Berne 
W. Wilkins, formerly executive 
vice-president, has joined National 
Classified Advertising Agency, 
Youngstown. The latter has been 
appointed to direct all advertising 
of the Air Conditioning Training 
| Corporation, Youngstown. 


New Movie for Life 


Insurance Institute 


J. Walter 
Hollywood, 


Thompson Company, 
has awarded Wilding 
a 
contract for the second of a series 
16 mm. movies for the Institute 


and | of Life Insurance. Bids were opened 
Business 
and farm organiza- 
| tions will relate their efforts in the | 


in New York by Fred H. Fidler. 
Norman’ Blackburn, head of 
Thompson's West Coast film de- 


partment, 
the picture, 


will cast and supervisi 
“American Portrait.’ 


Giroux Names Vladimir 


Giroux Industries, Inc., 
Conn., has appointed Irwin Vladi- 
mir & Co., New York, to direct pro- 
motion of the pliofilm articles it 
manufactures. J. E. Donnelly is 
account executive. 


announced this week 
planning to 
education 
A series of weekly, 


Norwalk, 


ger 
o-* 
gaa?” 
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ACTUAL 


PAGE SIZE i 
COMPARISON | ---~— 
The two tlustrations above show the 
i« ‘ comparative sizes ot Jewelers 
1 Cis lar-Kevstone’s type-page and 
that of its nearest competitor. Bring 


| them up to actt ciein and you have 


JEWELERS’ CIRCULAR-KEYSTONE 


» Opus 


GIVE VOUR 
ADVERTISING 
| MESSAGE THE 
PROPER SPACE 
17 DESERVES 


GET MORE SIZE 
GET MORE SALES 


in JEWELERS’ 


CIRCULAR -KEY STONE 


MORE inches of page space give 
proportions to your sales pron 
Jewelers’ Circular-Keystone giv 
45% more space per page than tl 
ranking publication in the jewelry | 


MORE 


inches of display space giv' 
creased importance to your adv 
message. Compare the two ads « 
page and figure how much 
dollars buy in Jewelers’ Cir 
stone. 
MORE economy is gained becau 


pay almost one-halit per squar¢ 
in Jewelers’ Circular-Keystone tha 
do in the 2nd jewelry publication 


field. 
MORE prestige is won for 
tising because Jewelers’ Ciret 


stone looms large in reader resp 
oldest recognized jewelry pub! 
the modern market. 

You Can Get More—Say More—Se 


—in 


JEWELERS’ CIRCULAR - KEYSTONE 
=, td ~~ York, New York — 


Oceano Drive | 
me 


we 


aoa a 


More 
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ADVERTISING AGE 


Pepsodent Copy 
Gives Rise to New — 


tion. 


Others are private brands. 
Pepsodent is not the first denti- 
frice advertiser to make good use 


of the ADA seal in its advertising. 
Some of those who have previously | 
done so, however, have been forced | 


| to relinquish the seal. 


Dentifrice Storm 


(Continued from Page 1) | 


opening of a new campaign in which | 

cceptance of Pepsodent products by | 
the ADA and factual, picture story | 
copy will play leading roles. 

The seal has been granted to all 
three Pepsodent products, the paste 
powder and liquid dentifrice. 

Recalls ANA Survey 

In outlining plans for the cam- 

paign, Mr. Gardner said that the| 


company is attempting to meet con-| 


| 


sumer desire, as revealed in recent | 
surveys, for factual rather than| 
purely emotional copy. Among the 
surveys inspiring this decision, he 
commented, was the one released by 
the Association of National Adver-| 
tisers at its last convention and re- | 
ported in ADVERTISING AGE Oct. 30. | 

All of the speculation concerning 
the Pepsodent copy is directed to- | 
ward the wording of certain state-| 
ments and not at the merit of the 
products. Interest in the campaign 
has also been heightened by the 
greater attention given seals since 
the Federal Trade Commission and 
Good Housekeeping began their dis- | 
cussions. 

Officials of the American Dental 
Association told ADVERTISING AGE 
that their council functions in much | 
the same manner as does the Amer- | 
ican Medical Association's council | 
on foods. It will examine any and| 
all products submitted and will 
grant the seal of acceptance to those | 
whose composition and advertising | 
meet the necessary standards. Prod- | 
ucts and copy are thereafter checked 
at frequent intervals in order that 
the standards may be maintained. | 

The most recent ADA list of ap-| 
proved dentifrices lists 52 products 
of 25 manufacturers. Of the total, | 
25 are classified as having “general” | 
distribution, although this does not | 
necessarily mean national distribu- 


| toothpaste. 


the 


One of the most recent users of 
the ADA seal was Iodent Chemical 
Company, Detroit, for its lodent 
Iodent, however, is no 
longer on the approved list. Ac- 


cording to Dr. Harold L. Hansen, | 


secretary of the council, the seal 
was taken away from Iodent be- 
cause of the therapeutic claims 
made for the product in advertising 
copy—not because it was an unsatis- 
factory product. 

Other brands to suffer the same 
fate in recent years for that and 
other reasons, Dr. Hansen added, 
include Colgate’s, Squibb’s, Pebeco, 


|Calox and Vince. 


Like the AMA council on foods, 
ADA council makes no inves- 
tigation of products unless applica- 
tion is made. Thus, several well 
known brands are not on the ap- 
proved list simply because they 
have not applied. These include 
Ipana and Forhans. 


Explains Council’s Views 


In outlining the council's views | 


on dentifrice advertising, Dr. Han- 
sen said: “We understand that a 


certain amount of trade puffery is) 


necessary. It is obvious that if 
product claims are restricted to bare 


(truth and to truth alone, sales will | 


fall off. 

“We must also rely upon the 
manufacturer to adhere to the spirit 
of the council’s rules, even though 
we check products and copy as fre- 
quently as possible.” 

Toothpaste-conscious individuals 
who preferred to remain anonymous 
alleged that the Pepsodent copy is 
in part misleading because of the 
large type accorded the headline 
and the smaller type given the qual- 
ifying statement. They also alleged 


that Pepsodent is not the only one | 


“of leading dentifrices” 
ADA seal. 

Among the better known denti- 
frices listed by the ADA as ap- 
proved are Kolynos, Arm & Ham- 


to gain the 


Reprints of the 


for ordering. 


“What About the 


Consumer Movement?” 


REPRINTS AVAILABLE 


up-to-date analysis of the 
Consumer Movement, its his- 
tory, composition, aims and 
purposes—which appeared on 
Pages 23 to 28 of the Janu- 
ary 8 issue of Advertising Age, 
are available. Use the coupon 


ADVERTISING AGE, 100 E. Ohio St., Chicago: 
copies of "What About the Consumer 


Send me 
Movement?" | enclose in payment. 
Prices: | to 10 copies 10 cents each; 
additional copies, 5 cents each. 
NAME 
ADDRESS . 
CITY 


exhaustive and 


PEPSODENT STARTS AN ARGUMENT 


— 


— 


of All Leading 


“"“ieace.. Papgodent Alone Now 
as American Dental Association 
deal of Acceptance | 


was learned, however, that Kolynos, 
for one, intends to feature the ADA 
seal in its own advertising as soon 
as copy can be prepared. This com- 
pany is reported to have acquired 
|the seal only recently, although it 
was on the ADA list of No- 
vember 


as 


“New Orleans States” 
Fetes 60th Year 


The New Orleans States, owned 
by the Times-Picayune Publishing 


Representing 13,000 Dentists, the A.D. A, Council 
on Dental Therapeutics award their coveted “Seal of 


Acceptance” to AU 3 Forms of Pepsodent dentifrices 


MNT SPENT OVER Stee eee Tm | 
| OFVELOP PRESENT PErsaneWT FoR@H) as | 


Agent ame 


| 
} 


2 


ry 


| TWE PURE FARMER OF Pe 


i, aah ate 
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© 1HNS ADVERTISEMENT HAS BEEN APPROVED BY THE AD A COUNCH 


Current magazine copy of Pepsodent Company, in featuring the American Dental 
Association seal of acceptance, has aroused considerable comment because of 
the bold headline against the smaller-size qualifying statement. 


mer sodium bicarbonate, Ephraim’s 
(this is the brand made by Jerome 
W. Ephraim, New York, who com- 
plained bitterly last fall to the Mon- 
opoly Committee in Washington that 
he could not obtain national distri- 
bution for his product because of 
| the heavy advertising budgets of his 
competitors), Hughes, Milkident, 
| Pro-phy-lac-tic, Pycope’, Williams, 
and Zanol. 

Also approved are the Craig-Mar- 


Company and three private brands 
made by the same company, plus 
25 private brands made by the Shef- 
field Company. The latter include 
the private brands sold by B. Alt- 
man & Co., New York; the Fair 
Store, Chicago; Field 
pany, New York; Wm. Filene’s Sons 
Company, Boston; Gimbel Brothers, 
and Sears, Roebuck & Co 


Requirements Listed 


Basic requirements of the 


1. Presentation of complete form- 
ula. 


2. Satisfactory evidence of the 
safety of the preparation. 
3. Truthful advertising False 


claims are not permitted, nor is the 
assertion that a dentifrice can cure 
or prevent dental diseases. 

Another angle to the current dis- 
cussion of the Pepsodent copy is the 
latter's statement in copy that “This 
advertisement has been approved 
by the ADA council on dental thera- 
peutics.” 

Pepsodent officials, headed by the 
youthful Charles I. Luckman, said 
that a series of approximately eight 
finished layouts along with radio 
commercials and other copy had 
been submitted to and approved by 

|the ADA council. Mr. Luckman 
added that the council had dele- 
| gated a smaller group (the entire 
council numbers 13 doctors, many 
of whom are located at some dis- 
| tance from Chicago) for approval 
|of any minor changes that might 
become necessary in copy. 

The smaller group, said Mr. Luck- 
man, was decided upon in order that 
necessary changes might be ap- 
proved without creating undue 
difficulty in the company’s or the 
agency's problem of meeting maga- 
zine closing dates. 

Dr. Hansen of the ADA said that 
the layouts and copy had been sub- 
mitted and approved as outlined by 
Mr. Luckman 

The actual insertion in current 
magazines, however, was apparently 


not seen in its final form by the 


| PPPSOnE 
| Clpecat Tere 


AH 3 Forms of Pepsodent containing Irium get 
A. D. A. Seal of Acceptance 


AMA be 
3 . ; 
ogre SAPETY PHKST oF 
. Demand Poymedent oo 
‘ ’ ‘ ae Towh Poor, Vice © 
as ’ amd Lageed Dearest e 


AT Ne TATRA, 


ON OFNTAL THERAPEL TH 


tin toothpaste of the Comfort Mfg. | 


Drug Com- | 


ADA | 
for its approval cover these points: | 


Company, celebrated its 60th anni- 
versary last week with a 108-page 


|special edition, headed by a con- 
|gratulatory ietter from President 
Roosevelt 

Pes ae | The States was founded in 1880 


|by Maj. Henry J. Hearsey who pub- 


‘lished the newspaper until his 
death in 1900. It was then taken 
over by Col. Robert Ewing. Col 


Ewing died in 1931. 
purchased in 1933 
owner, although it 
with its own staff. 


| Joins Film Industries 


Charles L. Glett, formerly with 
Audio Productions, Inc., Long 
Island City, N. Y., has been named 
executive vice-president of General 
|Film Industries, Inc., New York 
|subsidiary of General Film Com- 
pany, Hollywood. 


The States was 
by its present 
has continued 


~~. 
Mart TRoUKLEM OF 


OFNTAL % HOWE OUTHOL MOTPERDENT | A8OR 4 


ERENT | 
coorteaten « OOURLE CHECAED PEPSODNNT FNDr® 
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CN ea | 
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Ortho Names Agency 


| Ortho Products Company, Linden, 
|N. J., manufacturer of Ortho-Gyno] 
vaginal jelly, has placed its adver- 
tising account with Ferry-Hanly 
Company, New York. 


we C4pBack ISsuES 


@ Complete 
council. Dr. Hansen said that he! o 


believed “some type sizes had been 
changed” since its submission to the 
| council. 

When Dr. Harold S. Smith, chair- 
man of the council, was asked by Business” 
| ADVERTISING AGE if he had seen the 
| copy in its final version, he replied, 
| “That I couldn't say.” 


Officials of other toothpaste come | 


panies refused to be quoted on their CLIPPING BUREAU 


views of the Pepsodent copy.  It| 221 N. LASALLE ST., CHICAGO, ILL. 


coverage 
and back 
issues of trade papers 
and general magazines 
for editorial and adver- 
tising material. 


current 


“Using 
Trade Paper 
Clippings in 


| 


| 


Most Important Magazines aie 
Distiibuted Independently 


Cosmopolitan and Good Housekeeping . . . 
at 25c a copy. . . enjoy the dual distinction 
of having a larger individual A. B. C. re- 
ported newsstand sale than any other periodical 


selling for the same price. 


This is the result of outstanding editorial qual- 
ity... plus highly effective newsstand distribu- 
tion through 683 independent wholesale agents. 


Our presentation “The Story of Independent Dis- 
tribution” records many equally impressive achieve- 
ments. ..not only for our own Hearst magazines, 
but other publications as well. 


A copy will be mailed without obligation to any 


publishing executive upon request. 


| INTERNATIONAL CIRCULATION COMPANY, Inc. 
Distributors for Hearst Magazines Inc., and other publishers 


HARRY J. STRICKLER, Sales Manager 


57th Street at 8th Avenue ° New York, N. Y. 
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Business Papers 
End Year with 
2.2% Increase 


Chicago, Jan. 9.—Business papers 
ended 1939 with an average in- 
crease of 2.2 per cent in display 
advertising over 1938, according to 
reports to Industrial Marketing by 
111 publications. This compares 
with a loss of 16.9 per cent reported 
by 100 papers for 1938. 

December volume showed a gain 
of 7.9 per cent. The 79 papers in 
the industrial group reported a De- 
cember gain of 10.5 per cent and 
an increase of 1.9 per cent for the 
year. 

Twenty-one trade or dealer 
pers scored an increase of 0.7 per 
cent in December volume and 
closed the year with a gain of 4.1 
per cent. Eleven papers in the class 
group reported a December increase 
of 1.9 per cent but lacked 0.1 per 
cent of 1938 volume in their total 
for 1939. 


pa- 


Barclay to St. Louis 

Robert Barclay, former promotion 
manager of the Minneapolis Jour- 
nal, has been appointed assistant | 
promotion manager of the St. Louis 
Post-Dispatch. 


| 
| 


USE PRINTING 
FAITHORN 
3-in-l Service 


Faithorn is built upon the founda- 
tion of offering a superior service 
to advertisers and advertising | 
agencies... Not only is this 

evident in the finished work, but 

also in price and actual time 

saved .. . Faithorn 3-in-l serv- | 
ice offers typography, engrav- 
ing and printing—all under 
ONE roof . . . The saving of 
TIME alone avoids your chas- 
ing the rainbows of discon- 
nected suppliers whose respon- 
sibility is limited to the work they 
do... You will be pleased with 
FAITHORN SERVICE. On that next 
job try us and note the difference. 
Simply phone Wabash 7820. 


| 
For many years 


Finchley has 
used FAITHORN 
3-in-one complete 
service. You, too, 
can now enjoy its 
many advantages. 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all—just as you wish, | 


but all are here, ready to serve you... 
Speed—economy—satisfaction assured. 


FAITHORN 


CORPORATION 


Telephone Wabash 7820 
$04 SHERMAN STREET 
CHICAGO 


DAY AND NIGHT SERVICE 


THIS WEEK YEAR TO DATE 
is ~ 
é 79 Important Markets 
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JANUARY FEBRUARY MARCH APRIL MAY JUNE JULY AUGUST SEPTEMBER OCTOBER NOVEMBER DECEMBER 
% — % posi T d di ’ 
er Loss or Loss 
Week Weel Week 1940 1940 ar y rage 1es 
Sndec tnded kended over over 
City San. 6, 1930 pe ’. 1930 Jan. 6, 1940 14938 193% to Key Ingersoll 
TAkron. © rE ~ J81,888 150,679 142,884  —b 5.2 e 
Albany, N.Y 138,306 116,254 116,402 15.8 oe Watch Campaign 
Altoona, Pa 85,88 69,788 75,747 11.8 8.5 
NAtlanta, Ga 253,414 258,202 (Picture on Page 1) 
Baltimore, Md = T7Lio 42,76 $34,596 — 11.3 3.5 Waterbury, Conn., Jan. 10.—Plans 
Birmingham, Ala. «. 203,000 188 hs ++ ep or a1 ; |for an enlarged advertising cam- 
“on vind ge gt ping 143.612 13:3 1.4 |paign in 1940 with continued em- 
l*Ruffalo, N. ¥ 2O8 O32 18,86 ON SS4 a) 1.1 phasis on its lower-priced watches 
Camden, N. J 65,520 69,887 142,867 +157 104.4 and clocks were outlined this week 
Cedar Rapids, la . 84,952 78,42 75,964 10. 2 by Ingersoll-Waterbury Company, 
pret leston, W. Va oe +m os 4m * $13 + . following the completion of a sales 
ar ged Sgt Lhe e 83912 6 »«  |convention held at Cincinnati. 
Cleveland, © 401,966 06,768 140,870 15.2 11.1 Two hundred-line black and 
Golumbus. O| ry 1 203.280 o16811 , +#.7  |White insertions dramatizing the 
Dallas, Tex . 360,946 361,231 25,86 1 10.4 misfortunes of people who depend 
Davenport, in ah s48 eNews i eae ” . we on unreliable time-pieces will carry 
taeda fieke sTe 306 234 aad 202 ORS 19.9 1: |the Ingersoll story consistently in 
Ee 114,905 TERED “T14.460 4 a0 the rotogravure sections of news- 
Detroit, Mich 53.999 102,779 308,045 13.0 1.7 papers from coast to coast. The 
| 1 Paso, Tex 162,498 151,578 155,400 1.4 2.5 schedule also includes The American 
Erie, Pa. 145,726 berg ts - rer <y- rt Weekly and This Week as well as 
a ae Mass... a — — TYR) —s —— Farm Journal and Farmer's Wife 
| at Waena tad 200,690 189,87 189 952 4 and Successful Farming. 
Gary. Ind 115.889 85,421 87,722 24.3 2.7 The comic illustrations in the 
Grand Rapids, Mich 162,414 161,966 153,216 7 4 copy reiterate the moral, “It’s dumb 
Greenville, S. C...... 95,326 99,097 113,661 1 rIs-6 |}to gamble on an unknown watch.” 
Houston, Tex 280,224 18,670 OS, a08 Nee rs.6 The first advertisement of the series, 
ar nem oa stg righ pepe “y "| breaking late this month, depicts the 
Jersey City, N. J 04 oS 324 W880 16,8 ’ tragedy of the man who arrives at 
| Kansas City, Kans 67,046 H7,284 HOTS) 3.2 2.8 the marriage license bureau and 
Knoxville, Tenn. .. . 163,300 155,580 IS0,404 17.7 i6.” | finds it closed. “This watch said I had 
Little Rock, Ark 133,840 37,718 143,136 6 shad plenty of time,” he declares. The 
pre sage gam . | Soe get toy tt e y, |man who misses his breakfast and 
Lynn, Mase 131,460 116,816 114,408 13.0 21 the boy with the broken date are 
Taaheser fh A... re 0.074 20 20.1 jo.) |other victims of faulty watches. 
Memphis, Tenn 180, 26¢ 183,960 OT 20 215.7 24.8 Charles W. Hoyt Company, New 
Milwaukee, Wis 13,73 298,82: 192,722 BN. York, handles the account. 
Minneapolis, Minn 281,046 74,44 268,937 ’ 2.8 ; 
Moline-Rock Island.. 146.986 140,008 LS6 S56 Hu 2.0 
Nassau Co. Ia 1, N.Y... 40,346 2 303 72 BD >1 |Redden Leaves G. M. 
. ; o mss 69,356 H1,05 O10 27.7 17.9 . e 
= as ee sig ome 168,154 iad 4 ne 7 j 1.8 + 0.2 for National Radiator 
New Orleans, La.. . $32,758 BR N6 448,052 34.9 bz Ellis L. Redden has become adver- 
New York, N. Y........ V,074,409 854,732 N59, 868 =6.% “| tising manager of National Radiator 
Brooklyn, N.Y. 86,927 74,01 67,078 22.8 u.4 Company, Johnstown, Pa. He will 
Norfolk, Va 150,920 160,160 12, foa0 1.8 4.5 also be in charge of sales promotion. 
—— “-- Rode Oe tag tly — aad ‘ : nay His most recent connection has 
tenant. ‘anes a 100 851 07 664 98 417 28 “23 vee —_ “ it eee raha 
eat eee - : — en oO 1e eico-nNea vision o 
bender Lae ne saab caine get ip ~+ |General Motors Corporation, and as 
Stamps avis 153,202 120,206 145,040 f 12.3 sales es of the New York, | 
Pittsburgh, Pa "495.656 126.004 “38744 on. 4 .a9@ |New Jersey and St. Louis distrib- 
Portland, Ore ‘ 222,306 202,734 175,266 21.2 13.6 utors. 
| Reading, Pa 159,558 154,228 169.726 6.4 L100 en 
Richmond, Va 203,686 201,404 182,294 10.5 »5 |Green Ad Manager 
Rochester, N. Y.. 64,398 251,252 265,829 0 8 ° 
Rockford, 1 123,616 122/052 13.97 132 »; |for Kuppenheimer 
Sacramento, Cal. .. 145,548 156.044 147,966 rl —5.4 A. R. Green has been appointed 
San Antonio, Tex 22,111 138,04 148,617 21.7 11.1 advertising manager of B. Kuppen- 
San Diego, Cal 255,122 2.18 eae oe sB.8 ‘1° |heimer, Chicago clothing manufac- 
‘South ‘Bend, Ind in0662 10422 = wTds «ae aw | turer, succeeding M. M. Lebens- 
949 ” - , 0 -¢ > 4 surger, resigned. 
eee icmeces? ae. on aoe a a aes - =, ' ". ean oan retain a sales po- 
coe, “teak. tien ety San aat bgt = %3 | sition, in addition to handling his 
Tacoma, Wash 110,58¢ 107,478 124,226 12 ing | new assignment. 
i ipa, Fla 103 418 " 64 112,560 &.8 +17 : Ir ith Agency 
oronte, Ont Can aot 0% PHO RSS 249,958 14.0 1.2 m ons wil 
uae a ' 14? 664 * a . “> oy ~¥ Robert B. Irons has joined the 
Washington. D. C 97 404 44816 on O58 19's +4 |promotion division of Harry A. 
Youngstown, O 140.546 118.12! 198 THX R Lo 0 Berk, Inc., New York, coming from 
the sales department of Standard 
Total 16,920,980 624 16,040,354 2 Oil Company of Indiana, Chicago. 
| —— 
1 Akron Times-Press discontinued Aug. 28, 1938 | West in Los Angeles 
of erie Ti a) co it) ort te l ‘ 
trom 1938 seusle sesaraaa name i vee cians West and Associates has moved 
tinia Dinan Diiebtinues Au % 9 from Glendale, Cal., to the Archi- 
5 Giannis Genet i Dini Mameitiinnd Ab tects’ bldg., Los Angeles, in order 
to have closer contact with its 
Milwaukee News discontinued Jar 1, 1939 clients, most of whom are in Los 
‘ Oklahe a News discontinued Feb ‘, 19 Angeles. 
News-Times discontinued Dec, 28, 1935 
S Spokane Press discontinued March 18, 1939 . 
St. Paul Daily News discontinued April 30 1s TORONTO 
‘ San Diego Sun suspended publication Nov. 2 1939 No pape pub- MONTREAL 
lished on Jan. Ist, WInNnIMeG 
Linage not available due to merger. All figures deducted fro1 tals LONDON. fing 
Increase in linage due to 328 page Centennial editic Tan. 1 


| version into screen fare, 


‘Gane with Wind 
Exerts Influence 


on Furniture 


Mid-Nineteenth Cen- 
tury Design Comes to 
the Fore 


Chicago, Jan. 10.—The hurrican 
of ballyhoo created by “Gone wit 
the Wind” in literary form, and 
sustained and augmented by its con- 
Was re- 
flected in offerings at the Americ: 
Furniture Mart this week t 
1940 home furnishings show opencd 
its doors to a record-breaking audi- 
ence. 

Dorothy 


as t 


Daw, home furnishings 
editor of the Milwaukee Journa! 
ranked “Gone with the Wind” 

the No. 1 influence in 1940 furniture 


'GIBBONS KNOWS CANADA 


J. J. GIBBONS LIMITED - ADVERTISING AGENTS 


design at the annual luncheon 

|/the Mart Press Club yesterday. 
while Rosalie Flank, advertising 
manager of the Furniture Mart, 
agreed with this appraisal. She 
| wrote in her official style forecas' 


Innovation in Veneers 


“In Colonial furniture of the type 
used in the deep South, a current 
revival due to the filming of the 
popular novel, ‘Gone with the 
Wind,’ has focused attention on 
American antiques. Thus designers, 
scurrying through the country to 
dig up furnishings of Civil Wa: 
days, are presenting their discov- 
eries with such modern touches a 
deep rope fringes, new upholstery 
fabrics and new finishes which 
make them adaptable to contempo- 
rary interiors.” 
| Miss Daw also commented on the 
|adaptation of photography to ve- 
neers, which makes it possible to 
transfer any image to furnitur 
|The popularity of record cabinets 
|is another noteworthy development 
in furniture merchandising, while 
|bars have assumed the appearance 
| of bland innocence, she said. 
Opportunity Cited 
Harriet Burkett, home furnishings 
‘editor of House and Garden, said 
that the guest room is the most 
neglected in the average home, and 
therefore offers the greatest possi- 
bilities to the manufacturer. While 
most such rooms are agreeable in 
appearance, the creator has neve! 
attempted to live in them, hence 
does not realize the ordeal to which 
the guest is to be subjected. 

Opening day registration of buy- 
ers at the winter market reached a 
new record of 4,025, compared with 
3,614 for a year ago, which repre- 
sented the previous peak. 


Willard 8. Ramm Named 


'to Schenley Sales Post 
Willard S. Karn, formerly an ex- 
ecutive of Calvert Distilling Cor- 
poration, New York, has _ been 
placed in charge of sales and mer- 
chandising of a newly created div!- 
sion of Schenley Products Corpora- 
tion, New York. 
| Products to be marketed 
the direction of Mr. Karn inclu le 
Schenley’s Red and Black Label, 
Wilken Family, and two Schen!ey 
gins. 


Dotted Liners Elect 


Ray Thierer, McGraw-Hill ! 
lishing Company, has been electet 
president of the New York Dottea 
Line Club, succeeding M. C. Rob- 
bins, Jr., Robbins Publishing Com- 
pany. E. B. Terhune, Jr., Chilton 
Publishing Company, was re-electe¢ 
vice-president. 


unaer 
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New Buckeye Agency 
Buckeye Aluminum Comp«h}; 
Wooster, O., has appointed Meldrum 
& Fewsmith, Cleveland, 
agency. The company is a leaq! 
manufacturer of kitchenware. 
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The rates for this department are as follows: 


“Help Wanted,” 
“Representatives Available,” 
cash with order. 


“Positions Wanted,” 
30 cents a line, 


“Representatives Wanted,” 
minimum charge $1. 


and 
Terms 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 in., 


$4.75 per inch. 


POSITIONS WANTED 


COPY & HEADLINE WRITER! 
1ot a yes man, I'm not a gt 
n, I put knowledge to the test, and 

iv you copy full of zest. 

x 2005, ADVERTISING AGE, N. Y. 
— Cleveland Manutacturers: 
Merchandising and advertising mana- 
ger for large retail chain wishes di- 
rect sales or sales promotion job with 
smaller manufacturer in Cleveland or 
Northern Ohio area, College gradu- 
ate, 30 years old, with excellent local 
references, 

Box 2006, ADVERTISING AGE, Chgo. 

SALES MANAGER—Sales promotional 

man, 28, married, two children, wishes 

make a change—substantial rea- 
sons 5144 years experience directing 

1200 salesmen of most successful shirt 


manufacturer in direct-selling field. 
Would like to join a reputable con- 
cern, distributing nationally, inter- 
ested in a healthy consistent expan- 
sion program. Will start for 5500 (an- 


with in- 
are 


nually) in any city in U. S.- 
rease assured as soon as results 
ven 

2007, 


pre 
pr 


ADVERTISING AGE, Chgo. 


Box 


LAYOUT ARTIST 
Agency experience. National accounts. 
Thorough knowledge photography, en- 


graving. Well recommended, Able as- 
sistant to account executives - 
Box 2009, ADVERTISING AGE, Chgo. 


1e€SS | 


Production Manager, Sales Promotion, 
jirect Mail, Lithographic Artist, 


iar With all printing methods 

hnical college graduate, desires 
hange, 20 years experience, location 
New Y 


ork. 
Box 2010, ADVERTISING AGE, N. Y. 


on 


Young man, 25, ; 
tive, can write effective headlines and 


py. Tired wasting million dollar 
rain on peanut paying job. 
tox 2011, ADVERTISING AGE, Chgo 


Hard Working Agency Man 


i you need a man with all-around 
gency experience, Production! Media! 
Service! Copy! A man who uses im- | 
igination and perspiration to. pro- 
iuce copy—-experienced in all phases 
mechanical production definite 
nowled@e of media. Also contact 
ients 
x 2002, ADVERTISING AGE, 


WALTER D. HILDRETH 

Chicago, Jan. 11.—Walter D. Hil- 
dreth, former Chicago manager for 
The Billboard, Cincinnati, died in 
Fort Lauderdale, Fla., yesterday at 
the age of 67. Mr. Hildreth retired 
in 1934 after 19 years with The 


Billboard. 


Pratt with Dairy 

Paul A. Pratt has become adver- 
tising director for Gridley Dairy 
Company, Milwaukee. He was 
formerly advertising manager of the 
Wisconsin Rapids Tribune, and later 
with Wisconsin Valley Creamery 
Company, Wisconsin Rapids, Wis. 


With Ivey & Ellington 
Paul Jennings, formerly with 
M. Mathes, Inc., New York, has 
ined the copy staff of Ivey & 
Ellington, Philadelphia. 


resourceful, has initia- | 


! 
POSITIONS WANTED 
ARTIST 

color, black and white re- 
touching, lettering, design. Ideal man 
for agency, studio 

Box 2012, ADVERTISING AGRE, 

REPRESENTATIVE AVAILABLE 

|Publishers Representative oflice New 
York City —now representing one 
technical, two general publications 
would like to hear from publisher of 
some leading publication who wants 
full time representative in East 
Will pay own office and travelling ex- 
|} penses Salary or salary and commis- 
Box 2008, ADVERTISING AGE, 


| 
| Versatile 


Chero 


sion 
MISCELLANEOUS 
WANTED 
1 or 2 MAN AGENCY or branch of 
out-of-town agency to sublease space 
in our handsome suite in the Daily 
News Building. We are in the agency 


business but strictly non-competitive 


iCan furnish art and = stenographi« 
jservice in any amount needed. Have 
two private offices available—both 
equipped with carpets, blinds, venti- 
llators and drapes. Large outside re 
ception room Can temporarily up 
ply necessary furniture An unusual 
jopportunity to get an impressive et 
up at low cost Phone Randolph 5015 
or eall at Suite 1900, Chicago Dails 
News Bldg. 


|__ POST CARDS 


fa- | 


| 

| “FOTO-TONE” POST CARDS 
i Newest, onomical method of 
| displaying any product Samples 

on request, Graphic 
Hamilton, Ohio. 


most e 


} prices 


| 
| — ——E — — 
SPECIAL SERVICES 
ADVERTISING TERATURE 
Newest process rep®oduces all sorts 
of Pictorial Advertising Literature, 
Catalogs, Price Lists, tooklets, Bul- 
letins, Broadsides, etc., without need 
for costly typesetting and cuts! 
Small editions at low cost, 
500 Copies (8%x11") only $2.63 
Additional 100 Copies 22c 
All sizes supplied Even lower prices 
for quantity 


buvers., 
Send for free Informative Manual. 


Chgo | Laurel Process, 480 Canal St., N. ¥. C. 


“Alabama Journal” 


Col. James Hammond, former 
publisher of the Memphis Com- 
mercial Appeal and the Detroit 


Times, has returned to the news- 
paper field by purchasing the Ala- 
bama Journal, evening paper of 


Montgomery, from Frederick I. 
Thompson. 
Nicholas Peay, associated with 


Col. Hammond in the purchase, will 
be president, with his partner as 
publisher. Col. Hammond has been 
prominent in the department store 


as well as the newspaper field 
through connections with Gimbel 
Brothers, Pittsburgh, and Lord & 


Taylor, New York. 


O. A. I. Names Curtiss 


Outdoor Advertising, Inc., New 
York, has appointed Donald Cur- 
tiss as promotion manager, effec- 
tive Jan. 15. 


UGHT OFF 


~ 


rs 


 MAGILL- 


A light flashes the “high spot’ of your sales-story picture or 
diogrom —"’catches” the eye in window or on counter at point 
of sale. A different picture or story is shown when light goes 
off. Made of cardboard; plugs in any standard light socket. 


Phone CALumet 7200 or Write 


WEINSHEIMER COMPANY 


1320-1334 SOUTH WABASH AVENUE «+ CHICAGO, ILLINOIS 
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Dairies Gaining 
Through Improved 
Distribution Plans 


Glass Proponent Holds 
Size, Not Type of Con- 
tainer Responsible 


New York, Jan. 11.—Public 
health, household budgets and the 
three and one-half billion dollar 
dairy industry all stand to benefit 
from the advances being made by 
dairy companies in present-day dis- 
tribution techniques, E. G. Acker- 
man, business manager of the Glass 
Container Association, declared to- 
day. 

Mr. Ackerman based his observa- 
tions on a year-end study of dairy 
packaging made by his trade group, 
which, understandably enough, 
interested in increasing the amount 
of milk delivered in glass. 

This analyst refrained from 
plunging too vigorously into the 
glass versus paper container argu- 
ment, although he did assert that 
the lower prices available to con- 
sumers through two-quart and four- 
quart containers were made possible 
because of the larger size container 
and consequent reduction in deliv- 
ery costs, and not because the 
milk might be packaged in paper 
containers 

He pointed out that the new plans 
hinge on greater use or “every other 
day delivery,” which reduces deliv- 
ery costs and, consequently, prices 
to the consumer. This inevitably 


is 


| encourages greater consumption of 


milk, which heretofore has never 
been adequately represented in the 
American diet, he said. 


“Elwell Plan” First 


The first of the new methods for 
reducing costs of home delivery to 
make an appearance was the “El- 
well Plan,” started over a year ago 
in Minneapolis and Des Moines, and 
named after its sponsor, Mr. Acker- 
man commented. The plan provides 
for the usual price on the first bot- 
tle of milk, with a reduced price for 
each additional bottle ordered on 
the same delivery. Thus the house- 
wife has the choice, Mr. Ackerman 
explained, of ordering milk every 
other day and pocketing the saving, 
or of increasing her family quota of 
milk at reduced prices, or both. The 
Flwell plan has employed glass con- 
tainers only, he added. The plan 
has also been introduced in New 
York City within the past month 
by the W. M. Evans Dairy Com- 
pany. 

The second plan, in which the 
glass industry has played a pioneer- 
ing part, involves the use of the 
two-quart and four-quart glass bot- 
tles, according to Mr. Ackerman. 
Two-quart bottles made news when 
they appeared for the first time last 
spring on the West Coast, notably 
in Los Angeles, Fresno and Stock- 
ton, and made an instantaneous suc- 
cess, he said. The principles of 
every-other-day delivery and in- 
creased milk consumption apply to 
the multiple-quart container as well 
as the Elwell plan. Chicago dairies, 
including Bowman Dairy and the 
Borden-Wieland Division of the 
Borden Company, introduced two- 


quart and four-quart glass milk 
bottles early this year. 
Says “Public Confused” 
“The recent emergence of the 


two-quart paper or fiber container 
on home delivery routes in New 
York City is simply part of the 
trend to new distribution methods. 
The odd part of this packaging de- 
velopment is the glass versus paper 
controversy that has been created 
by the dairies using paper, for the 
container has nothing whatsoever to 
do with the economies offered. Full 
credit should go to the plan of dis- 
tribution, which has been in exist- 
ence for some time and which has 
used glass entirely. 

“It is with real regret that I note, 


on the basis of our survey, that the | 
promoters of the two-quart carton | 


INTENSIFIES BATTLE FOR MILK SALES 


ode 


& 


‘ 
) ow HOME-DELIVERED 


A vigorous answer to the campaign launched by major dairies in New York, 
offering two-quart milk deliveries in paper containers at a substantial saving to 
consumers, has been issued by the Evans Dairy with a duplication of the offer 
in glass containers. Both sides have aired their claims in large-space newspaper 


insertions. 
have succeeded in confusing the]retained in an effort to straighten 
public as to the real reasons for]out the financial tangle. 
savings effected by the multiple- It was reported without confirma- 


quart distributing plan. 


tion recently that new money would 
“In New York City, unfortunately 


be forthcoming if Mr. Roosevelt re- 


the public has been led to believe| signed his post. TBS officials re- 
that the paper container is alone|mained silent this week as to 
responsible for lowered prices. How | whether additional financing had 


could this be possible when every | been secured since the Texas radio 
one in the dairy industry knows | executive retired last week. Opera- 
that the glass bottle, with its re-use |tions are still scheduled to begin 
feature, is cheaper than any paper | Feb. 1. 

milk carton yet invented?” — 


Proposed New 
Radio Net Still | 
Seeks Sponsors 


New York, Jan. 11.—The question 
of whether Transcontinental Broad- 
casting System will be able to un- 
cover additional to sub- 
stitute for those lost a fortnight ago 
through the withdrawal of Black- 
ett-Sample-Hummert remained un- 


Joins Kastor 


J. C. Bridgewater has joined H. 
W. Kastor & Sons Advertising Com- 
pany, Chicago, as account executive. 
He has been with the Joseph Katz 
Agency, Baltimore, and was for- 
merly with Blackett-Sample-Hum- 
mert, Chicago. 


| 
sponsors \Names Gerth-Knollin 

Home Mutual Deposit-Loan Com- 
pany, San Francisco building and 
: jloan association, has appointed 
answered here this week |Gerth-Knollin Advertising Agency, 
the retirement of Elliot Roosevelt|San Francisco, to direct its account. 
as president of the projected net- | 
work. 

Negotiations with the Blackett 
agency have been reopened by TBS | 
officials in the hope of regaining 
business lost just before the sched- 
uled starting date on New Year's 


despite 


JOHN A. CAIRNS 
& COMPANY 


Day. The agency charged that the asta Bete. 
financial stability of the new net- 45 EAST I7th ST. 
work was not adequate to insure NEW YORK, N. Y. 
success and a law firm has been 


COPY WRITER 
WANTED 


A small but 
specializing in 


amply financed organization 
dealer-consumer direct mail 
and employee sales training programs has 
open a permanent position for a 


writer. 


creative 


The man we have in mind has proven his 
ability to create and produce dealer-con- 
sumer sales literature that a merchant 
willing to buy and pay for on a cooperative 


IS 


hasis with manufacturers and producers. 


| Very likely he is employed now as 
flight creative writer in an agency 
ganization similar to ours, but seeks an op- 


a top- 
or or- 
| 
| portunity to increase his income by being | 
paid, without question, in proportion to his | 
ability to deliver the goods. 
To “the right man,” we have an excep- 
tionally attractive proposition to offer. 


| _ If you are that man, give complete de- 
tails as to your age, education and business 
experience. Your reply will be treated in 
confidence. Our 

know of this advertisement. 


strict own employees 


Address 


BOX] 2004, ADVERTISING AGE, CHICAGO 
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Cigarette Tax 
Test Case Due for 
Airing Monday 


New York Authorities 
Expected to Seek Fur- 
ther Postponement 


New York, Jan. 11.—The case of 
People vs. Crain, a_ test being 
brought by ADVERTISING AGE to 


challenge the legality of New York 


City’s action in arresting New 
Yorkers who purchase their cig- 


arettes in New Jersey to avoid spe- 
cial taxes, is scheduled for another 
airing in court here Monday 

The case springs from the arrest 
of Kenneth C. Crain, a member of 
the New York staff of ADVERTISING 
AGE, who was apprehended for 
bringing three cartons of cigarettes 
back from a business trip to Jersey. 
Unlike many others similarly ar- 
rested, Mr. Crain refused to plead 
guilty and demanded a trial which 
was scheduled to begin Dec. 12. 

The case was postponed then over 
the defendant's strenuous objections 


when city authorities asked for 
more time to prepare their case and 
to await the result of an appeal to 


fendant similarly charged. 

It is expected that the 
seek a further postponement on 
Monday because a decision will not 
have been handed down in the ap- 
pealed case by that time. That 
case, involving Ruth Anderson, will 
not be heard until Jan. 18. Mr. 
Crain, through his attorney, Mitch- 
ell B. Carroll, internationally known 


further postponement. He will de- 
mand that the case be tried imme- 
diately or the charge dismissed. 


City Faces Dilemma 


Tax receipt figures contained in 
the annual report of Almerindo 
Portfolio, city treasurer, explain 
the city’s attempt to prevent cig- 
arette buying in Jersey to avoid 
the additional cost of three cents 
per package in New York State. 
The city levy is one cent per pack- 
age, the state’s two cents. 

The two-cent state tax, which 
was in addition to the one-cent city 


tax already in force, became ef- 
fective July 1, 1939. Mr. Port- 
folio’s report revealed that city 


revenue from its cigarette tax de- 


| was $3,548,766, and only $2,970,354 
a previous conviction of another de-| during the last half of 1939. 


city will] to 
| own” 


| York to make 
tax expert, will vigorously oppose | 100,000 packages a 


| - ies a ae - | 
| with the same period in 1938. Rev-| 


enue from July 1 to Dec. 31, 1938 


The city official called attention | 
a strong trend toward “roll your | 
cigarettes. Loose tobacco, 
suitable for home-made smokes, has 
been sold heavily with dealers re- 
porting increases ranging as high as 


| 600 to 1,000 per cent. 


He estimated that enough loose 
tobacco is now being sold in New 
the equivalent of 
month. Mr. 
Portfolio also said that many cig- 
arette smokers are turning to pipes, 
for pipe tobacco sales have also in- 
creased in recent months. 


Expands 1940 Budget 
Northam Warren Corporation, 

New York, will increase 1940 adver- 

tising for Cutex and Odorono 20 


per cent over the 1939 level. News- 


|papers and magazines will be used 
|through J. Walter Thompson Com- 
j}pany, New York. 


McC-E Opens 13th Office 
McCann-Erickson has opened its 
13th American office at 10 Pryor 
street, Atlanta, Ga. Robert H. 
Scott, formerly of Eastman, Scott 
|\& Co., Atlanta, is manager. The 


clined 16.3 per cent during the last|/ agency also has branch offices in 


six months of 1939, as 


Tire Companies May 
Settle FIC Charges 
by Stipulations 


(Continued from Page 1) 


tion that the present respondents 
may use the stipulation method 
| with the Federal Trade Commission, 
is the pattern set by the industry’s 
fourth major company—the United 
| States Rubber Company—when it 
| refused to fight Federal Trade Com- 
mission charges of illegal price dis- 
crimination a year ago, and quietly 
stipulated that it would discontinue 
we objectionable practices. 

After the Rubber Manufacturers 
Association meeting last fall at Lake 
| Placid at which some members were 
sharply criticised for their alleged 
misrepresentation in advertising, 
the following official association 
statement was released: 

“Tire manufacturers at a special 
meeting held at Lake Placid unani- 
mously passed a resolution record- 
ing their opposition to any form 
of misleading advertising, and offer- 
ing cooperation for the purpose of 


4. ~ 


America mi ypical 


Family depends on 


compared | foreign cities. 


a ae 


“a 


The Cedar Rapids Gasette 


for Buying Information 


® Presenting, the Aulden Griffin family of 
Cedar Rapids—chosen by the Ladies Home 
Journal to represent 6 million American fam- 
ilies. (See February 1940 issue). 

Cedar Rapids—“this most American small 
city”... “the heart of our democracy”—i 
proud of the Griffins. Proud, too, of the other 
thousands of happy, industrious, typical fam- 
ilies who highlight this prosperous area. 
They're our neighbors . . . and your custom- 
ers, Mr. Alert Advertiser. 

The Griffins furnish convincing evidence 
that typical moderate income families in this 
area are “buyers.” The Ladies Home Jour- 
nal says, “Since preserves and clothes come 
good and inexpensive at Cedar Rapids’ 
stores, Mrs. Griffin skips both canning and 
dressmaking.” 

The Cedar Rapids Gazette's advertising 


Is 


"Blankets lowa's Richest Market" 


The Cedar Rapids Gasette 


Represented Nationally by 
ALLEN-KLAPP-FRAZIER CO. 


NEW YORK CHICAGO 


¢ 
F le yee 
<- ie EPicg 


columns are a dependable buying guide for 
Mrs. Griffin's budget-wise shopping. Successful 
advertisers recognize the extra selling value 
of consistent Gazette schedules. Here's proof 

For the first 11 months of 1939, The Cedar 
Rapids Gazette carried 454.920 more lines of 
paid advertising than any other lowa daily 
... and has led the state every year since 
1935! 

Don't risk partial coverage and disappoint- 
ing sales in this outstanding market. The 
Cedar Rapids Gazette has a greater circula- 
tion in the Cedar Rapids trade area, lowa’s 
Richest Market, than the combined cireula- 
tion of all other lowa dailies in this area. 
The Gazette—now in excess of 43,000 daily 
circulation concentrated within the city’s 
trade area—has the pulling power to help 
vou sell in 1940. 


DETROIT 


% 


eliminating misleading statements 


or implications from advertise- 
ments. 
“All manufacturers, distributors 


and dealers are being asked to co- 
operate in making this resolution 
effective, and a definite procedure 
has been established with the object 
of bringing about a correction of 
any advertising which is considered 
to be misleading.” 


James S. Adams Gets 
Colgate V. P. Post 


company two weeks ago (ADVERTIS- 
ING AGE, Jan. 1) has been elected 
executive vice-president of Colgate- 
Palmolive-Peet Company. 

Mr. Adams was formerly with 
Benton & Bowles, New York, where 
he was in charge of the Colgate ac- 
count. 


James S. Adams, who joined the | 


| 


Debate $1,000,000 
Fruit, Vegetable 
Drive in Houston 


(Continued from Page 1) 

brand or brands, or has been linked 
'to an identified producing section 
or to a specific identified commod- 
ity.” He named Sunkist, State of 
| Maine and American Cranberr: 
| Exchange campaigns as successfu! 
applications of this viewpoint. 

His verbal opponent, Mr. Yeckes, 
declared that the pressing need of 
a concerted drive for fresh frui' 
and vegetables arose from encroac})- 
ment of competing products. 

“Consumer buying tendencies are 
toward prepared foods, frozen prod- 
ucts and advertised products,” he 
commented. “The jobber and re- 
tailer tendencies are toward buying 
at a price, selling commodities easi- 
est to handle, with less spoilage and 
the handling of trade marked 
brands known to consumers. 

“These follow the lines of least 
resistance. All of these elements 
are subject to proper influence 
through promotion.” 

The National League includes 
members from all over the country, 
while the United group is a Western 
sectional organization. 


Four Appoint Levy 

Raymond Levy Organization, 
New York, has been appointed to 
direct the following accounts: Prune 
Products Company, for Dexter's 
syrup of prunes; Daisy Product 
Company, for Lightweight luggage: 
Klein Brothers Fabric Corporation, 
for Rosanne fabrics; and Columbia 
Manufacturing Company, for a lin 
of leather goods to be introduced 
this year. Dexter’s Syrup of Prunes, 
a new product, will be introduced 
in New England in a newspap: 
campaign in February. All fou 
clients are in New York. 


The \ 
grace 


Ensell Leaves BBDO 


E. Schuyler Ensell has resigned as 
| spot time buyer for Batten, Barton, 
Durstine & Osborn, New York, to 
join International Radio Sales. He 
will cover the New York, Phila- 
delphia and Boston territory. 


The a 


170 THIS FIELD 


*Investigations have proved 
that a fleet smaller than ten 
vehicles does not constitute a 
buying unit, and is not large 
enough to justify 
the installation of 


FLEET MARKET..THE EFFORTS OF TH 
| PUBLICATION ARE DIRECTED SOLELY 
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January 15, 1940 ADVERTISING AGE 


PHOTOGRAPHIC REVIEW 
OF THE WEEK 


HARDLY A COLD SHOULDER SHORTEST DISTANCE 


ant SERTEC 


Baby Oi 


McKesson & Robbins has started distribution of this twin duck counter display 

featuring Albolene baby oil and baby powder. The carrier, which goes to the 

consumer with each purchase of the combination, is intended as an attractive 
nursery ornament or toy for the infant. 


PROMOTION PLANS AIRED VIA TELEVISION 


|, pair made with 


loving care . . . co bring you glamour, 
beauty, extra weat... Preferred by 
millions of women. .. Sold by over 


6, A . . it 
The warmth of a delicate flesh-colored tint adds to the appeal of this bit of 5,000 stoves, coast to coast. Pepalar prices 


grace in Campana Italian Balm $ magazine advertising. Aubrey, Moore & Wal- * TRADE MARKS REGISTERED | COPY RIGHT 1900 
lace, Chicago, is the agency in charge. 
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A geometric truism is demonstrated by 
LUCKIES HAVE A VALUABLE PARTNER Mock, Judson, Voehinger Company, in 
magazine copy for Mojud hosiery. The 
dotted line of vision springs from the 
male eye to the trim shank, confirming 
reports of a company survey showing that 
men are still intrigued by such charms. 


Milton Biow, head of the Biow agency, 
tells of the 1940 Bulova watch merchan- 
dising program in the National Broad- 
casting Company's television studios. 
Bulova sales representatives received the 
images on another floor of the same 
building. It was the first sales meeting 
ever conducted with the aid of the new 
medium. Bulova will top all previous 
campaigns this year, it was announced 
with a budget of more than $2,000,000 
for radio, magazines and newspapers. 
(Story on Page 19.) 


4 
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The aid Uncle Sam has given tobacco growers is noted in this new 24-sheet poster 
produced by Strobridge Lithographing Company. 


ALUMINUM COMPANY PUSHES CAMPAIGN 


Clyde Holmes, worker in Aluminum 


HIS JOB HAD ‘TO BE INVENTED 


Institutional copy in Aluminum Company's 1940 campaign will be confined to One of the sets used in connection with the Bulova television sales meeting. The shot was made in National Broadcasting 
national magazines. (Story on Page 6.) Company's New York television studios. 
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ADVERTISING AGE 


January 15, 1949 


The Girculation Route 
OF GREATEST ECONOMY AND PRODUCTIVITY 


OFF the presses and into 
the homes, gaining the in- 
terest and attention of every 
member of the family —this 
is the route of The Chicago 
Daily News. And this is the 
route of profit for adver- 
tisers, for Home Coverage 


circulation is entire-family 


circulation ...a preferential, plus-value buy. 

The Chicago Daily News has won wel- 
come in metropolitan Chicago’s homes as 
a result of consistently publishing a com- 
plete, clean newspaper . . . accurate, enter- 
prising and vigilant. Here is a newspaper 


to which people pin their faith. They know 


chasing power. Well in excess 
of 1,000,000 persons among 
more than 440,000 families 


regularly read this newspaper. 


both its news and advertis. 
ing standards are high. 

Sales messages in such a 
medium are sound invest- 
ments. The experience of 
advertisers themselves has 
demonstrated the respon- 
siveness of this newspaper’s 


audience. 


The Chicago Daily News Home Coverage 
circulation penetrates every section of the 


city and suburbs, and exactly parallels pur- 


Chicago’s HOME Newspaper 


WITH THE MOST VALUABLE CIRCULATION IN THE CITY 


DAILY NEWS PLAZA, 400 West Madison Street, CHICAGO 


NEW YORK OFFICE: 9 Rockefeller Plaza + DETROIT OFFICE: 4-119 General Motors Building +» SAN FRANCISCO OFFICE: Hobart Building 
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